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ony Plans for Videogame 
etail History 


by bryan Intihar 


Left: SCEA President 
and COO Kaz Hirai 
demonstrates the 
reverse side of the 
North American PS2. 
ae 2 Below: Kaz shows off 
the hard disk drive for 
the new system. 


ark October 26, 2000 down on your calendar. This could be the most profitable day 
ever in the history of the U.S. videogame industry. On Wednesday, March 10, Sony 
Computer Entertainment America Inc. helda press conference to discuss its plans 
for the release of the Sony PlayStation 2 console in North America. As thousands 
of journalists sat on the edges of their seats, Kazuo Hirai, president and chief 
operating officer of SCEA, stated that the next generation console would go on 
sale in North America on October 26, 2000, for the price of $299. That is the same 
price that the original PlayStation sold for back in 1995. 

The company plans to ship one million units for the launch, and hopes to have 
every single unit pre-ordered before October 26. This news put a smile on the 
faces of many retailers who were quite skeptical on whether they would be able 
to meet the high demand for the PlayStation 2 console. Sony also announced that 
an additional two-million units would be shipped by March 31, 2001. 

The North American launch will differ from the one in Japan in a couple of 
ways. First, the North American system will not need the memory card in order 
to play DVD movies. The DVD playback capability will be built right into the hardware of the console. 
In addition, the console now features an expansion bay in the back for a hard drive and modem. The 
specifications or price for these two add-ons were not revealed, but the two will not be bundled with 
the console. Each will be considered a peripheral and are presently not scheduled to be available on 
October 26. Along with the console, consumers will receive one DUALSHOCK 2 controller, an AV multi 


(continued On Page 4) 


A PS2 Oddysee Konami Flexes Its E’ Muscle 
for Sony pnts 


n case you missed it, there was a pretty 


Left: Ken 
Kutaragi, SCEl 
President and 
CEO as well as 
the father of the 
PlayStation, 
smiles during the 
unveiling of his 
next creation. 


By Andy Eddy good reason to stop by the Konami 
booth during this year’s E3. 

t the Electronic Entertainment Expo, GameWEEK Amid the flurry of PlayStation 2, 

received a preview of the upcoming Oddworld— Dreamcast and X-Box hoopla, Konami’s 

Munch's Oddysee, to be published by Infogrames. The follow-up to its insanely successful Metal 

a game is in its very early stages, but looks like it'll have all Gear Solid was on the lips of just about 

. of the personality and appeal of the previous Oddworld everyone in attendance. Regardless of the 

< installments. fact that the game was shown only in video 

| However, during the meeting, Oddworld co-founder form (it’s currently 10% complete), Metal 

= I | Sherry McKenna revealed that the new game may not end Gear Solid 2 Sons of Liberty, in develop- 
958839 "3 up being released on the PlayStation 2 as originally ment for Sony’s upcoming PlayStation 2 = oe .. 
z 29, 2000 NE coos (PS2), was hands-down the most talked | Metal Gear Solid 2 Sons of Liberty: The 

: = about software project during the entire best console game at E3. 

j GWL 225214 UGA , | three-day event. booth. Although the final game will not see 
Oo KRKKKKEEKEKARKKARAKS-DIGIT 42606 | Early footage of the game was on display the light of day until late 2001, that didn’t | 
oa = ATTN: STORE MANAGER for Edvattendees to see via a towering | stop retailers, distributors, mana and 
< | VIDEO COHMNECTION video wall located smack-dab in Konami’s (continued on page 4) 
io 2301 W CENTRAL AUE # H 48 
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All Systems Go for Command & 
Conquer Red Alert 2 


By Suzanne Ashe 


he developers of Las Vegas-based 

Westwood Studios unveiled Command 

& Conquer Red Alert 2 \ate last month. 
The real-time strategy game, due out this 
fall, is a follow up to the wildly popular 1996 
release, C&C Red Alert. 

Although the plans for RA 2 were under 
wraps for the past year, the company is 
pulling out all the stops when it comes to 
the game’s promotion. According to vice 
president of marketing, Laura Miele, 
Westwood is planning a full-scale marketing 
attack. Westwood plans to infiltrate retail- 
ers this holiday season with displays, events 
and incentives. The game, built using an 
updated, although slimmed-down version of 
the 7iberian Sun engine, is slated to support 
six or eight players. This is very big news, 
especially with the launch of the gaming 
community on www.ea.com. 

Red Alert, a serious gamer favorite, is now 
part of the EA Classics line. It has sold more 
than three million copies worldwide, and 
140 Red Alert games are player online each 
month. Westwood’s marketers are counting 
on Red Alert’s success and stamina to fling 
its sequel into an instant hit. 


By Bryan Intihar 


t has been discovered by GameWEEK 

that certain manufacturers involved in 

the gaming industry are part of a major 
lawsuit brought about by Lemelson 
Medical, Education & Research 
Foundation. There are 438 companies 
involved in the suit, including 3dfx 
Interactive Inc., Creative Labs Inc. and 
Radica Games Ltd. 

According to Jerry Hosier, an attorney 
working as outside counsel for the plain- 


3dfx, Creative Labs, Others Part of 
Manufacturing Patent Lawsuit 


Command & Conquer Red 
Alert 2 was unveiled to gam- 
ing and enthusiasts press in 
San Francisco the week prior 


eee ss 
we 


also be a fan site contest to promote the 
game as well. “We have, in the past, brought 
in professional website designers to judge 
fan sites,” Miele said. Other online events 


“We are planning promotions with 
movies, TV ads and, of course, ads in all of 
the major PC game magazines,” Miele said. 
She also added that they will be getting the include video promos. “Your site could be 
word out to the fans by making art and infor- | featured ona Web cam as ‘team of the day.” 
mation available to gamers who host fan | gps: qussess suena 
sites in the game’s honor. igs Le a 

“We have had a lot of success with fan 
sites,’ she said. Gamers who want to build 
and host their own FA 2 fan site need to fol- 
low certain guidelines laid out by Westwood. 
But, they are rewarded with early peaks at 
information and screenshots. There will 


<4 . 


Red Alert 2 uses the Tiberian Sun engine. 


There was once a time when Westwood 
sought to control all images and content of 
its games, but they have found that reward- 
ing their devotees helps promote sales of 
the game. “The fan sites are hard-core,” 
Miele said. “These are the guys who wear 
Westwood green.” 

The musical score, orchestrated by Frank 
Klepacki, who has recorded all of 
Westwood’s game soundtracks since 1991, 
will be released separately. The game’s 
movie-styled trailer, which tells the story of 
the game, will be slimmed-down and used in 
ads for TV and on the Net. Gamers who 
order the game earlier will also be reward- 
ed for their support, but those plans are still 
on the drawing board. GW 


tiff, these companies are currently using 
machine vision and bar coding in their 
manufacturing and are not licensed to 
use the patents. The Lemelson Group is 
seeking a fair amount of royalties for 
using these technologies, a significant 
amount of which would go back into the 
Lemelson Foundation, an organization 
that mainly consists of providing money 
to various charities. 

GameWEEK tried to contact 3dfx and 
the other companies involved, but as of 
press time, there were no responses. GW 


DID YOU DO 
ANY ACTION 
ITEMS THIS 


DILBERT ® by Scott Adams 
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TUITION 


I GATHERED COSTS 
FOR A STRATEGY 
WE HAD ALREADY 
DECIDED NOT TO 
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GameWwt 


By Ben Rinaldi, 
GameWEEK Senior Editor 


The E> Madness 
Has Ended, but 
Questions Remain 


hoooosh.... That’s the sound of 
W:: air being let out of the E3 

balloon, and it also describes the 
way I’m feeling right about now. | don’t 
know about anyone else, but my E3 
2000 experience was a bit deflating 
for one reason; PlayStation 2’s coming 
out party was a major disappointment. 
Sure, there were some great games 
on display, such as Metal Gear Solid 
2, Madden NFL 2001, Unreal 
Tournament and Gran Turismo 2000, 
but for the most part, a lot of the PS2 
games | saw did not live up to my 
expectations and certainly weren't 
maximizing the incredible power of the 
console. 

Games from third-party developers 
in particular looked surprisingly poor, 
leading me to think that all those 
reports about the PS2 hardware being 
difficult to program for are indeed true. 
So, does this mean the PS2 will be a 
dismal failure when it launches in late 
October? Not by a long shot, but it is 
something to keep an eye on during 
the console’s early life cycle. 

What about all the other major con- 
sole manufacturers? Sega certainly 
made a splash with a truckload of 
supremely playable Dreamcast titles; 
but does its strong showing guarantee 
strong sales? What about Nintendo? 
No Dolphin, plus no Game Boy 
Advance equals no attention from 
show-goers. Does its subdued pres- 
ence point to disaster? How about 
Microsoft? Is X-Box nothing more than 
vaporware? If it does make it to mar- 
ket next year, how will it fair in the face 
of stiff competition? So many ques- 
tions; so little time! 

Make sure you Start planning for 
next year’s E3 to get all the 
answers, or better yet, tune in to 
GameWEEK every week to find what 
you're looking for. GW 


Coming Next Week: 

You haven’t seen Gladiator? Next time, 
our own gladiator Mike Davila gives 
you the top ten reasons why it’ll make 
a better videogame than Braveheart. 
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Continued from the Cover 


Sony Plans for Videogame Retail History 


cable and AC power cord. The memory 
card was included with the Japanese 
PlayStation 2, but since it is no longer 
needed for DVD playback, it will not 
be bundled with the North American 
console. 

Sony also commented on the pricing of its 
accessories. First-party games will be 
approximately $49, which is also the same 
price as the original PS games in 1995. The 8 
MB memory cards, extra controllers and 


multi-tap will all retail for approximately $34. 

In the software department, no definitive 
numbers were given on the amount of 
games that will be available at launch. Molly 
Smith, director of public relations for SCEA, 
did comment on the situation by saying she 
expects that Sony will have a larger selection 
than Sega of America did with its Dreamcast 
launch last September. Sega launched with 
18 titles and recorded sales of approximate- 
ly $111 million in the first three days of the 


Continued from the Cover 
Konami Flexes Its E’ Muscle 


even the competition from filling the aisles 
adjacent to Konami’s booth to get a look. 
Without fail, the masses gathered in the 
front portion of Konami’s area every hour 
on the hour to pay witness to a preview of 
the company’s most promising project in 
years. Literally hundreds of people stood 
awestruck during the eight-minute long 
teaser video. And as if show-goers weren't 
impressed enough with the dazzling display 
of highly-detailed shooting and action 
sequences, the presentation climaxed with 
the words “Ladies and gentlemen, what 
you have seen is real-time gameplay 
| footage.” 

The series started back in 1987 with 
Metal Gear for Nintendo’s 8-bit NES game 
console. Not long after, a sequel called 
Snake s Revenge was released for the sys- 
tem. Although the first two games enjoyed 
moderate success, it wasn’t until a follow- 
up game for the PlayStation was released in 
late 1998 that the Metal Gear name 
obtained true mass-market attention. With 
its stealth-based gameplay, incredible 
graphics, top-shelf voice acting and secret 
agent storyline, Konami's Metal Gear Solid 
has since gone on to sell 5.5 million copies 
worldwide. 

Enter Metal Gear Solid 2 Sons of Liberty. 
It looks as if the series’ creator, Hideo 
Kojima, may have outdone himself once 
again. Judging by the graphics and game- 
play ideas presented in the teaser video, 
Sons of Liberty, which takes place six 
months after the previous game, could 
end up as the single-most revolutionary 
videogame ever created when _ it’s 
released late next year for the PS2. Back 
for more is secret agent Solid Snake, and 
his world is coming alive like never 
before. As if it were ripped straight from 
the Bruce Willis movie Die Hard, one 
action sequence portrayed entire plate 
glass windows being shot out. Another 
featured Snake in a blinding exchange of 
gunfire in a warehouse, with literally 
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Going “to the metal”: Konami’s next Solid 
Snake adventure is 100% crafted in real- 
time polygons, PS2 style. The merger 
between movies and games is accelerating. 


everything around him being susceptible 
to destruction. Yet another depicted the 
game’s lead character using caution while 
watching for moving enemy shadows on 
walls. An outdoor scene featured Snake 
battling it out in a torrential downpour. As 
the rain poured down, every surface was 
covered with an outer layer of water spray. 
And it all looked completely convincing. 
According to Kojima, Metal Gear Solid 2 is 
not a pursuit of supercharged graphic 
imagery, but rather a “pursuit of the phys- 
ical world itself.” GW 


2000 


Dreamcast launch. Yet, 
game retailers were once 
again smiling when Jack 
Tretton, vice president of 
sales, made the prediction 
of $500 million in sales on 
the first day alone. 

The launch of the 
PlayStation 2 in North 
America also marks a 
change in direction for 
SCEA. Andrew House, vice 
president of marketing, 
stated that when the origi- 
nal PlayStation debuted in 
1995, it was purely for 
videogames. However, for 
the PlayStation 2, it will be 
designed for computer 
entertainment, not just 
videogames. House stated that, “The revolu- 
tionary PlayStation 2 will define computer 
entertainment the same way that the 
PlayStation business changed the face of the 
videogame industry.” In addition, Hirai also 
stated that with the PlayStation 2, Sony 
hopes to “lead the broadband revolution.” 

While many have realized that the launch 
of the PlayStation 2 will be one of the most 
productive days in retail history, Sony is still 
designing a specific marketing strategy for 
the console. House stated that advertising 
for the PlayStation 2 will involve “a two 
pronged approach. A PlayStation 2 computer 
entertainment system brand image cam- 
paign will seek out the Imaginators at every 
conceivable point of contact, including cine- 
ma, online, TV, print and event. 
Concurrently, a comprehensible media blitz 
will provide consumers with an exclusive 
look at the highly-anticipated software 
library.” 


The Sims Headed to Mac 


by Mike Dixon 


axis started as a Mac game devel- 
oper many years ago. And while its 
development strategy has changed 
to accommodate the larger PC game mar- 
ket over the past decade, it has begun to 
go back to its roots by supporting the 
Macintosh once again. Last year, Mac 
users got SumCity 3000. This year, they'll 
set The Sims, the hugely popular PC peo- 
ple sim. Aspyr Media will publish the Mac 
version, licensed by Maxis, and has con- 
tracted Westlake Interactive to do the 
Mac version development. Westlake is 
considered by many to be the best PC-to- 
Mac game porting house in the business. 
Aspyr has developed a nice relationship 


pe 


The new PS2: something better for the American market 


Sony will be revamping its “Thrills on 
Wheels” vehicles with PlayStation 2 kiosks 
so that players can try out the latest soft- 
ware. Retailers will also receive new kiosks 
that will enable consumers to check out 
what is on tap for the launch. Sony will have 
a presence at various events across the 
country, like Rockfest, the WARPED tour, 
Gravity Games and the MLB Fan Fest 2000. 
Sony is hoping to give five million consumers 
the chance to try out the new console before 
the launch. 

SCEA is predicting a massive launch that 
could break all sales records. However, the 
company has to be concerned that the prob- 
lems encountered during the Japan launch 
last March, when an abundance of defective 
memory cards and problems with the con- 
sole’s DVD capabilities threatened to over- 
shadow the release, do not occur again. 
Otherwise, there could many upset retailers 
and consumers. GW 
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Maxis/EA’s The Sims 


on : 


with EA over the past year, with Madden 
NFL 2000 released for Mac earlier this 
year. More EA titles are likely planned for 
Mac through this EA/Aspyr relationship 
and more announcements may be made 
later at this summer’s Macworld Expo in 
New York City. GW 
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all : 11 ruthless and unique gangs + the Final Boss to compete against in battle. 


Each level is loaded with secret areas, hidden power-ups and dozens 
of non-gang opponents like attack droids and robotic gun turrets. 
Head-to-head 2 player split screen combat. 

Dozens of power-ups including invulnerability, invisibility, double 
damage, guided missile jammers, nitro boosts... 

An arsenal of destructive weaponry including shield-draining bombs, 


energy mega-bolts, corrosive gas bombs and mini-thermonuclear warheads. 
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32 levels of closed environments and huge open spaces — 
dungeons, castles, caves, glades and villages. 
More than 200 enemies and interactive characters. 


More than 30 types of weapons and 32 different spells; | 
many with multiple variations. 
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SPEC OPS: Stealth Patrol | 


THE ENEMY IS EXPECTING YOU TOMORROW...YOU'RE ALREADY THERE! 


Choose stealth or all-out frontal assault as you lead your team of Rangers 
into combat against ultra-powerful terrorist units. 

Fight against time and huge enemy forces in global terrorist hotspots. 
An arsenal to choose from including night—vision goggles, sniper 

rifles, machine guns, tripwire mines, grenades, shotguns, and more. 

Two player split-screen battle mode. 


Lead your team with guns blazing or silently under the cover of darkness 
across landscapes of thick jungle, barren desert, arctic tundra and dense forest. 


“ April 2000 


MARTIAN GOTHIC 
EXPLORE THE DARKSIDE OF THE PLANET. , 


Year 2018. On Vita 1, a base constructed on the face of Mars, man searches for evidence of 
bacterial life beneath the frozen surface. During the excavation, a giant sarcophagus opens 
into a vast and ancient necropolis. Soon after, all communication with Mars ends. 

— Reason for breakdown of transmission: unknown. 
Fate of Vita 1 base: unknown. 


=| MARTIAN GOTHIC 


C.. 
aed 
Wi. 
= Through the complex, layered plot follow three investigators 
a, sent by Earth Control to assess the situation on Vita 1. 
q C.. Dozens of treacherous subterranean city caverns to explore. 


Non-linear puzzle structures challenge you at every turn. 
Strange and violent creatures stalk you constantly as you 
seek answers to the disappearance of Vita 1’s staff and the 


mystery of the ancient Martian necropolis. 


* Suggested Retail Price=$9.99. 
©2000 Take-Two Interactive. All rights reserved. Take-Two Interactive Software, Inc. 
and the Take-Two logo are registered trademarks of Take 2 Interactive Software, Inc. 

_ Spec Ops & Zombie are trademarks of Zombie Software Incorporated. Grudge Warriors 

is a trademark of Take 2 Interactive Software and Telstar Electronic Studios Ltd. Martian 
Gothic is a trademark of Creative Reality, Ltd. PlayStation and the PlayStation logos are 
ae registered trademarks of Sony Computer Entertainment Inc. The ratings icons are 
: ha trademarks of the Interactive Digital Software Association. 
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A PS2 Oddysee for Sony 


planned. The issue centers around what 
some developers have voiced is too little 
video memory in the console. According to 
specs released by the companies, the PS2 
will have 4 MB of video RAM, which com- 
pares to 8 MB in the Dreamcast. Microsoft 


will offer 64 MB of “unified memory archi- 
tecture,” which enables a developer to 
allocate memory usage between system 
and video requirements as needed by the 
game software. A title that needs more 
graphic punch, for instance, can devote 


more of the system’s memory to video 
functions. 

A small workspace for graphics in the 
PS2—in Munch’s case, certainly—has 
resulted in the inability by Oddworld to 
smooth out the graphics to the level that 
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Though Oddworld states that it’s having 
some video problems with the PS2 version 
of Munch’s Oddysee, early shots indicate 
that it will be gorgeous. 


the developer believes will keep the player 
immersed in the game’s world. Such graph- 
ic glitches during gameplay might jar the 
gamer out of the experience, much as see- 
ing a microphone or bad lip synching in a 
movie would. Understandably, Oddworld 
said that it wouldn’t release a product that 
it wasn’t happy with, and that it may put a 
halt to a PS2 release, leaving the company 
to look at other consoles on which to 
develop it for. 

Because the game is still early in its 
development cycle, these problems can 
certainly be resolved by the time the game 
is due to ship; it’s targeted for a simulta- 
neous fourth-quarter release this year on 


The PlayStation 2’s relatively small video 
memory might hinder the release of 
Oddworld—Munch’s Oddysee on the system. 


PS2 and PC. Oddworld had initial concerns 
that Sony was going to leave the develop- 
ment house to fend for itself in finding a 
fix— "third-party support has been non- 
existent,” McKenna said—but later indi- 
cated that Sony was more open in recent 
conversations to seeking an adequate 
solution to the problem. (Sony could not 
be reached for comment on this subject 
before the issue went to press.) 
GameWEEK will continue to look into 
this problem, and provide more details as 
they develop. GW 
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WizardWorks’ 


By Jim Loftus 


was the true pioneer of the interactive 
hunting game market, and continues to 
reside as the genre leader. GameWEEK 
recently had a chance to go one-on-one 
with him for a quick Q&A. This is how that 
conversation went.... 


p: Rinde, senior VP of WizardWorks, 


GW: You’ve made your mark pri- 
marily selling to the “casual gam- 
ing audience” on the PC. We 
understand that you now have sev- 
eral console titles in development. 
Can you expand on your transfor- 
mation as a publisher for the con- 
sole market? 

PR: The incredible growth in the installed 
base of leading platforms like the 
PlayStation and Game Boy Color has broad- 


ened the demographic of the audience that 
uses them. That broadening then increases 
the types of products that can become suc- 
cessful. We have a lot of strong brands that 
translate well onto the console platforms, 
and can offer exciting new experiences for 
those users. We feel titles such as Rocky 
Mountain Trophy Hunter or Harley- 
Davidson: Race Across America will be 
received extremely well by console 
gamers. 


GW: What trends do you currently 
see developing in the casual gam- 
ing market? 

PR: Branding is certainly becoming more 
important than ever before. The casual 
gaming audience tends to look for recog- 
nizable games that match their interests 
vis-a-vis something that is pure fiction. 
With that in mind, it’s become very impor- 


Sen. Lieberman Back at It Again 


by Bryan Intihar 


he man who has been a thorn in the 
Te of many in the gaming industry 

is back in Washington D.C. 
Connecticut Senator Joseph Lieberman, 
along with Arizona Senator John McCain, 
are trying to reintroduce a bill that would 
give those in the entertainment media 
industries six months to create a uniform 
rating system. Last June, a similar bill was 
introduced, but no action was ever taken. 
The only major change to the bill this time 
is that television programming is no 
longer included. 

If this were to become a law, the 
videogame, music and movie industries 
would have one year to create a uniform 
code. Companies that failed to adhere to 


the new code guidelines would be fined up 
to $10,000 a day for every day the product is 
being sold in stores. In addition, the retail- 
ers who do not enforce this new code can 
also be fined $10,000. 

This bill seems to be a “slap in the face” 
to the ESRB rating system, due to the fact 
that it has such a large following. Arthur 
Pober, executive director for the ESRB, 
stated that all console game makers and 80 
percent of PC game makers use the pre- 
sent ratings system. Pober reiterated that 
the 20 percent who do not use the rating 
system consist mainly of child software 
companies. 

GameWEEK tried to contact Senators 
Lieberman and McCain to get their com- 
ments on the proposed bill, but none of our 
calls were returned. GW 


Paul Rinde 


tant for us to stay tuned-in to the activities 
and pastimes that are becoming popular 
and to explore how they can be translated 
into an engaging game playing experience. 
From that point, it’s a matter of finding the 
right strategic partners for the project, and 
Staying true to what the audience will 
GXpPect. 


GW: What effect has Sony’s new 
pricing strategy had on the mar- 
ketplace? And how is your com- 
pany positioned to take advantage 
of that? 

PR: We're very excited about the new 
pricing structure there. It allows us to work 
within our existing business model from 
development and marketing, and all the way 
through to sales where we can be very com- 
petitive. As the price point comes down, 
each dollar spent on development and mar- 
keting becomes increasingly important, 
and other publishers might find it difficult 
to strike that delicate balance in introduc- 
ing a lower-priced game to the market- 
place. Also in our favor, the lower price 
points tend to create more impulse buys. 
That allows us more opportunity to lever- 
age the strength and the broad appeal of 
our brands. 


GW: What’s your first PlayStation 
release? 

PR: Peter Jacobsen’s Golden Tee Golf will 
be the first. It will be an original PlayStation 
title with a price point below $30. Golden 
Tee Golf has been one of the top coin-op 
games for many years, and we feel there’s a 
great translation between the coin-op and 
PlayStation demographic. 


GW: Which console platforms can 
we expect you to publish for? 

PR: We re looking toward Game Boy Color, 
PlayStation and Dreamcast as our targets 


newsbits 


Burger Games—Burger King is reportedly plan- 
ning massive redesigns for its chain of restau- 
rants. Among many other changes, the redesign 
plans include a children’s area complete with 
computer games. 


New Game Review Site Launches— 
iRateGames was launched in April 2000, in 
Sarasota, Florida. The site started as a “silly” idea 
that bounced back and forth between two friends. 
They quickly decided they had the resources and 
talent to put together a website that could focus 
on giving people an honest appraisal of the play- 
value of videogames. Their goal is simply to cre- 
ate a forum in which to express their opinions 


about the entertainment value of individual prod- 
ucts offered by the videogame industry. The two 
individuals behind iRategames.com are Howie 
Grace, a full time journalist, and Jim Keene, who 
has worked on the retail side of the game indus- 
try for the last seven years . 


Turtle Beach/VideoLogic Announce Promo 
Deal—tTurtle Beach and VideoLogic Systems 
have announced an agreement to a cross-distrib- 
ution alliance whereby Turtle Beach will now dis- 
tribute five models of VideoLogic speakers in 
North America and VideoLogic will distribute the 
forthcoming Turtle Beach Santa Cruz audio accel- 
erator in Europe and Australia. The five VideoLogic 


speaker models included in the deal are the 
Sirocco Crossfire, the Sirocco Spirit, the Sirocco 
Pro and the DigiTheatre and DigiTheatre DTS all- 
in-one home cinema audio systems. The Santa 
Cruz audio accelerator will ship this summer. 


TRU Posts Q1 Profit—lToys “R’” Us Inc. has post- 
ed better than expected first quarter profits. The 
profits for the quarter ended April 24 rose to $24 
million or 10 cents per year, up from $17 million 
for the same period last year. Wall Street analysts 
had been expecting a profit of 6 cents per share. 


WOTC Announces X-Men Card Game— 
Wizards of the Coast Inc., a subsidiary of Hasbro 


for now. Our goal is to stay focused on 
mass-audience platforms to ensure the 
proper demographics for our titles. 


GW: Do you feel that next-gen 
platforms like X-Box and PS2 
could spell the death of gaming on 
the PC? 

PR: We do feel that the trend in gaming 1s 
migrating more towards the den or TV 
room, as opposed to the office, and we do 
see console platforms garnering an 
increasing market-share in the coming 
years. Will it spell the death of PC gaming? 
Probably not. 


GW: One of the ongoing industry 
debates is the value/importance of 
licensed properties in games. How 
important do you feel this ts? Is it 
more or less important for console 
titles vs. PC titles? 

PR: A license can certainly increase a 
title’s reach, sure, but in the end it still 
comes down to game play. The key is to take 
a good game and match that idea with a 
license that fits and works within your busi- 
ness model. A good example of that, for us 
at least, was last year’s Harley-Davidson: 
Race Across America. A similar motorcycle 
game would not have done as well without 
the power of the Harley-Davidson brand 
behind it. On the flip side, Deer Hunter 
didn't need a license at all—it created its 
own brand. As far as PC versus console, his- 
torically, it has been more important for 
console games. GW 


Inc., has announced the X-Men trading card 
game that will be released in conjunction with this 
summer's X-Men:The Movie. The two-player 
Starter set will be released in July with a suggest- 
ed manufacturer's retail price of $14.99. 


Shareholders Flock to Sony—In Japan, Sony 
Corp. has seen the number of its shareholders 
double to 346,000 in its fiscal year ended March 
30, 2000. The explosion in the number of indi- 
vidual shareholders is attributed primarily to 
the 2-for-1 stock split that occurred at the end 
of its fiscal year. Sony had 190,000 share- 
holders in March 1998 and 260,000 back in 
March 1993. 
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Syndication Key in Online Profitability 


Pogo.com’s audience growth spikes through “affiliate network” business model 


By Paul Palumbo 


amily games destination and master con- 

tent syndicator Pogo.com has been on a 

rapid audience growth curve over the 
past year, a testament to the strength of its 
“network of affiliates” distribution model 
and the popularity of mainstream games 
online. Based on current usage data, peak 
simultaneous users on Pogo.com have 
jumped to 31,000, up 54% in first quarter (cal- 
endar year) 2000, compared to fourth quarter 
(calendar year) 1999 (see table). When 
Pogo.com (still operating as _ Total 
Entertainment Network, or TEN) first 
launched its family games service back in late 
1998, peak simultaneous users were at 5,000. 
Current usage is 600% higher. 

The number of hours spent within 
Pogo.com branded content (whether on 
Pogo.com or its affiliated sites) has risen to 
32 million hours on a quarterly basis. The 
average session length of stay is 45 minutes, 
and some 25,000 additional game players are 
registering per day. Of the close to seven mil- 
lion registered users, Pogo.com and its affili- 
ates log about 4.4 million unique visitors per 
month, which suggests over 50% of its regis- 


(-JBoard Games 
« Backgammon (4127) 
e Checkers 676) 

e Chess 82) 


43 Word Games 
e Crossword 724) 
e Jumble® 3) 2 Trivia Games 
« Sports Crossword (40) e 5 Alarm Trivia™ -v« 


e Word Search 326) Pocket Quiz™ di 
ae e Pocket Quiz’ 


« Triviatron™ (232) 
i> Puzzie Games 


« Animal Ark™ (439) 


[5] Bingo Games 
e Bingo: EZ Win (1373) ff 
e Bingo: Jackpot (1000) @& 
SOgiPa + $135.00 


@ Casino Games 
¢ Big Shot Roulette™ 27) & 
e Keno @200) f& 
SaMIPOS + $1009.45 
« Video P 


oker 56s) 
~ $104.86 


@ Classic Arcade Games 
e« Doomsday™ (262) 
e Tank Hunter™ 78) 
e Tube Runner™ (167) 
e Void™ @3) 


fh = Indloates games with ow tizes! 


The POGO.com website 


tered base engages the Pogo.com brand on a 
monthly basis. 


A 5 PM PST check of Pogo.com revealed 
26,603 simultaneous players, with Video 
Poker leading the way (7,339 players), fol- 
lowed by Keno (2,014 players), Spades (1,973 
players), Euchre (1,922 players) and Solitaire 
(1,746 players). The core Pogo.com audience 
is 18-49 adults, which make up 
80% of the unique monthly 
users, and skews slightly 
female (90% female, 45% 
male). Pogo.com does pull 
from generation Y (ages 14- 
22), which make up about 20% 
of all users. Total ad views ona 
monthly basis are now at 450 
million, and there are 100 
active advertisers buying 
inventory (at CPMs as high as 
$30 for interstitial ads) across 
the branded universe and reach of Pogo.com. 

Pogo.com shuttered its premium pay 
games service six months ago, which peaked 
at about 35,000 subscribers in 1997/1998, but 
settled at about 15,000-20,000 on an ongoing 
basis. Pogo.com reports that its ad revenue 
take is now “many multiples” bigger than the 
subscription revenue business ever was. 

“Pogo.com continues to push hard on rey- 
enue, and we have worked to build a business 
model on top of the traffic,” says Erick 
Hachenburg, president and CEO of 
Pogo.com. “There is no doubt there is more 
of a business in the ad model than the sub- 
scription model.... Growth has been a com- 
bination of multiple factors. We've launched 
new games (the casino area, in particular) 
and added new distribution partners 
(TalkCity.com, About.com, iWon.com, Sony 
and others have been added to the list); the 
launch of the Pogo.com site has not cannibal- 
ized existing syndication reach, but added 
another element of growth to the entire net- 
work. You're seeing the network effects: 
More people know about Pogo.com, and peo- 
ple want to come and play.” 


Reflections 
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5 Alarm Trivia, an original 
game on Pogo.com 


ORIGINAL PRODUCTION 

Most of the remaining pure-play game desti- 
nations are also publishers (EA/Origin, Sony, 
HEAT net, Internet Gaming Zone and even 
Yahoo Games), and Pogo.com has gotten 
into original/An-house production in a sub- 
stantial way. Nick Rush (formerly a creative 
executive at Berkeley Systems) is now VP of 
content programming at Pogo.com, and 
leads a 25-person development 
staff. There are a total of 90 
people currently at Pogo.com. 
Games such as Video Poker can 
be developed for anywhere 
from $25,000 to $100,000, and 
are optimized to run on 
Pogo.com’s back-end network 
Mean) = infrastructure. 

Pogo.com recently  intro- 
duced five new and original 
games on the service: 5 Alarm 
Trivia, Animal Ark, Doomsday, 
Poppit and The Great Pogini. Pogini breaks 
ground as an innovative game concept. 
Players try to outwit the online sage Pogini, 
as he attempts to predict the outcome of 
events and happenings in the “real world.” 
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TAKING TO WALL STREET 
Pogo.com has raised a total of $37 million, 
and its largest investor, Liberty Digital, 
gives the company visibility with compa- 
nies like AT&T Broadband, which opens up 
the potential for migrating its service to 
the set top box feeding the TV. It’s that 
sort of cross-platform distribution oppor- 
tunity that will play well with banks and 
brokerage houses as Pogo.com gears up 
for an IPO at some point in the future. 
“The set top box is fundamental for 
Pogo.com. It’s about context,” according 
to Hachenburg. “The TV is a leisure time 
device; you want to find leisure time activ- 
ities, and we believe family games are an 
application for the set top box. The story 
we'll tell Wall Street is that Pogo.com is 
changing the way people use the Web, 
which is a very utilitarian and practical 


newsbits 


Biz Week Singles Out IE Leaders—ln its E.BIZ 
Special section in the May 15 issue, Business 
Week singles out several members of the inter- 
active entertainment industry in its E.BIZ 25, 
“the class acts of e-business.” Included were 
Jeff Bezos of Amazon.com, plus up-and-comers 
like Jeanne Jackson of Wal-mart.com and Ken 
Kuturagi, president of Sony Computer 
Entertainment, Inc. The blurb on Kuturagi men- 
tions a PlayStation 3 on the drawing board. 


DigiScents Makes a Stink—DigiScents, Inc. 
has announced that over 200 game developers 
have applied for the company’s ScentWare 
Developers Program and SDK, which give 


developers the tool to incorporate smell into their 
games. According to Cooksey Thomas, director of 
scentStream Technology, “Using the ScentWare 
SDK, a developer can scent-enable a game with- 
in an hour.” To join the program, developers and 
publishers can visit the company’s site or write to 
developers@digiscents.com. 


Gamecenter Launches Alliance Program— 
CNET Gamecenter has launched the CNET 
Gamecenter Alliance partner-program which 
includes Stomped, Inside Mac Games, Gamers 
Depot and MS X-Box. Through the program, 
CNET integrates partner content into 
Gamecenter which increases exposure and traf- 


fic for the partner. CNET also acts as an ad net- 
work for the partners. According to Michael 
Brown, director of Gamecenter, “Gamecenter 
set out to very selectively forge alliances with 
the top independent gaming sites, setting a new 
Standard for gaming networks along the way... 
What's more, we are actively pursuing other 
gaming sites to add to our roster which will fur- 
ther strengthen the alliance.” 


GBC Overtakes PS2 in Japan—Nintendo Co.'s 
Game Boy Color has overtaken Sony Corp.’s 
PlayStation 2 in weekly sales in Japan, knocking 
the PlayStation 2 from the top position it has held 
since its release on March 4, reports The Nikkei 


Pogo.com’s Growth Curve 


Peak Simultaneous 
Date Users Change 
Dec 98 4,915 N/A 
Mar ’99 8,349 69.9% 
Jun '99 iL Se 32.4% 
Sep '99 Ae 11.2% 
Dec '99 20,452 64.0% 
Mar ’OO 30,999 53.8% 


Source: Analysis of Pogo.com data. 


Quarter Number of hours * Change 
Q4/1998 3,819,922 N/A 
Q1/1999 8,/93,995 130.2% 
Q2/1999 12,463,601 41.7% 
Q3/1999 14,872,951 19.3% 
Q4/1999 18,994,350 2tat 
Q1/2000 31,938,784 68.1% 


Source: Analysis of Pogo.com data. 


medium for today. Leisure time is about 
hanging out and sticking around, similar to 
television.” 

“Plus, the concept of people wanting to 
take digital, and sign up for services powered 
by new generations of set top boxes is going 
to be driven, in part, by the availability of 
interactive entertainment within a family 
context. Family games have the broadest 
appeal in interactive leisure time,” 
Hachenburg argues. 

The first phase of Pogo.com’s business 
strategy was to build big audiences through 
familiar, popular games. The second part is to 
overlay on top of a key original game or games 
that aren’t available anywhere else, work with 
third-party developers for additional content, 
and take that combined message to public 
equity markets. 

With cross platform partnerships, original 
game brands and audience growth rates 
averaging well into the double digits, 
Pogo.com should be a relatively easy story 
for investors to digest. While Internet stocks 
are volatile, people are buying growth, and 
the companies that can deliver on that 
promise in the digital economy will get a lot 
of support from Wall Street. GW 


Industrial Daily. For the week of May 1-7, the 
Playstation 2 lost 12.4 percentage points in mar- 
ket share, while the Game Boy Color gained 5.6 
points. The PlayStation 2 also dropped nearly 10 
points during the previous week. 


Havas Eyes Mattel Interactive—According to 
Les Echos, the French newspaper, Havas 
Interactive is interested in buying U.S.-based 
Mattel Interactive. The newspaper quotes Havas 
chief, Hubert Joly, as saying, “We are indeed 
Studying the issue. We cannot take a backseat 
when other groups like Microsoft or Time Warner 
are also watching.” But he also says, “we're not 
ready to pay any price for it.” 
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irect-to-store distribution: 
We know the way. 


START 


he secret to successfully selling entertainment software 

is getting the right titles to the right stores on the right 

day. That’s what we do. At Ditan, direct-to-store 
distribution is our business. We know the most efficient way 
to deliver your entertainment software titles to any store 
anywhere in the country. On time. In fact, since 1994 we've 
been doing exactly that for the home entertainment software 
industry's leading publishers and retailers. 

At the heart of our services is the Ditan Electronic Commerce 
System (DECS), our electronic link to software publishers and 
retailers. It’s a customer service software module that handles 
inventory management, order tracking and tracing, and 
billing. DECS ties our distribution centers to your sales and 


administration departments, and to your customers. 


FINISH 


But there’s more. Ditan offers a full roster of services that 
makes us an ideal partner for all your software operations. 
At our assembly and light manufacturing center we provide 
same-day retail package assembly, retail labelling, point-of- 
purchase display assembly, product refurbishing and product 
redistribution. Returns are processed at the Ditan Returns 
Processing Center, which also handles certified product 
destruction. And our strategically located distribution centers 
provide warehousing, fully automated order processing, 
tulfillment, invoicing, EDI and shipping. 

So avoid dead ends. Call Ditan today to find out why the 
top names in entertainment software publishing and retailing 


all use our services. 


We showed them the way. Now let us show you. 


LDYITAN DISTRIBUTION 


THE FINAL PIECE OF THE MARKETING PUZZLE. 


1688360. DITAN 


ACCESSORY MARKET 


The Retailers Guide to Game-Related Peripherals 


Sponsored by: 


Converter Pack 


THRUSTMASTER' 


Manufacturer: Thrustmaster 
Contact: 514.279.9960 
www.thrustmaster.com 
System(s): Dreamcast 
MSRP: N/A ¢ Availability: Q4 


The Converter Pack is a great peripheral for all those 
people that plan to play Dreamcast’s upcoming online ' . 
multiplayer games. This special pack enables users to of - —_ “ 

connect a PC mouse and keyboard simultaneously on E=FR- ~=—Te 
the DC, making it easy to surf the Internet or play strat- : Sunset 

egy and first-person shooters. The package includes a att 
converter with PS/2 ports and a two-button mouse. A . 
small switch on top of the converter allows for effort- Sreaei 
less switching between keyboard and mouse. 


THRUSTMASTER 


Manufacturer: Thrustmaster 
Contact: 514.279.9960 
www.thrustmaster.com 

System(s): PlayStation, PlayStation 2 
MSRP: N/A 

Availability: TBA 


The introduction of more powerful game con- : 
soles, such as PlayStation 2, are allowing SHOCK © rACING wHeet 
gamers to experience unprecedented realism in 
videogames. To keep up, peripheral manufac- 

turers are also inventing new ways to push the boundaries of gameplay to new levels. The 
Shock2 Racing Wheel is just such a product. It features two internal motors to create the 
most realistic vibration effect on the market, plus it’s specially designed to sit comfortably on 
your lap, even after long hours of playing. Also included are two analog foot pedals and the 
ability to play in three different Modes: Dual Shock, Digital, and Negcon. 


Viper 2 


Manufacturer: Nyko Technologies 
Contact: 888.444.NYKO 
www.nyko.com 

System(s): PlayStation, PlayStation 2 
MSRP: $19.99 

Availability: Now 


Nyko used the recent Electronic Entertainment Expo to 
introduce the industry's first third-party PlayStation con- 
troller licensed by Sony in North America. The result of two years of intensive engineering labor, 
it provides high-quality gaming at an affordable price. Features include dual vibration function, 
analog, digital and Steering Wheel Play Mode selector with LED indicator. The Steering Wheel 
Mode can be used with all racing games currently on the market. It also includes independent 
turbo and slow motion with LED. The Viper 2 will be compatible with the PlayStation 2 game con- 
sole when it ships in October 2000. 


ELSA Gladiac 


Manufacturer: ELSA 

Contact: 800.272.ELSA © www.elsa.com 
System(s): PC 

MSRP: $349.00 

Availability: Now 


ELSA’s Gladiac GeForce2 is set to become the first graphics card follow-up to nVidia’s 
GeForce 256, and from the looks of things, it’s going to be a hard one to top. The Gladiac 
gives its GeForce2 32MB of DDR memory to play with, and a 64MB version is on the way. 
By default, the chip runs at 200 MHz and the RAM at 166-333 MHz doubled by the DDR’s 
ability to transfer twice per clock. Other features new to the GeForce2 include a second-gen- 
eration transform and lighting engine and NSR (nVidia Shading Rasterizer), a technology 
that, among other things, accelerates realistic, per-pixel shadows in hardware. 


Cambridge Soundworks 
PlayWorks PS2000 


Manufacturer: Creative Labs 
Contact: 408.428.6600 
www.creative.com 
System(s): PlayStation 2 
MSRP: N/A 

Availability: October 


Peripheral companies are lining up left and right to get a crack at manufacturing products for the 
mighty PlayStation 2, and Creative Labs is no exception. The company announced at E3 that it 
would introduce the PlayWorks PS2000 speaker system for PS 2 in the fall. The PlayWorks 
PS2000 is a compact, one-piece sound solution with a separate sub-woofer unit designed to sup- 
port AC-3 or Dolby Digital 5.1 surround sound for DVD movies and game experiences. GameWEEK 
had the opportunity to sample the product at E3, and we’re happy to report that the system real- 
ly excels at producing high clarity sound samples and booming bass levels. 


Snowboard 


Manufacturer: Thrustmaster 
Contact: 514.279.9960 
www.thrustmaster.com 
System(s): PlayStation 2 
MSRP: N/A 

Availability: Q4 


Snowboarding titles have always been popular with gamers, and that doesn’t look like it will 
change anytime soon, at least not on PlayStation 2, where there are already two games and 
possibly more in development. To give users an even more immersive boarding experience, 
Thrustmaster is introducing the Snowboard—a full size snowboard simulator. Special built- 
in tilt sensors allow users to experience the thrill of boarding without all the hazards and dan- 
gers that go with the extreme sport. This product is also backward compatible with most 
PlayStation snowboarding games. 


GameWEEK Accessory Market is an overview of game peripherals for the home videogame and PC market. Accessory Market is meant to provide current information regarding the product and its potential at the time of its release. It also 


represents the status of the product's current marketability. Accessory Market is by no means final judgment on a product and should not be solely used by retailers to base buying decisions on. 
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STORES, INC. 


n Y k o on | 


ate . “Good product that will sell average 


‘One of the best ‘selling | products for 


7 ‘Either “unsupported in terms. ‘of : Never should “have ‘been consid- | 


that platform. Strong marketing and a in terms of sales, yet not worthy of marketing, severely lacking in mm = =ered, much less released. A thor- i 
‘ # WW word of mouth complement excellent @ bring in the masses, but not to WwW a‘B."Still a solid seller, particular- mee quality or both. This product would i oughly unimpressive product that | 
RATIN G S sY Ss T E M __ gameplay and design. A’ ‘must have” product. the extent of al an ul title. | ly in in | niche categories. have benefited from further development. wil Sell only at a drastically reduced price. | 
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S trider 2 


consrees serarasmcsems 2 cere ence TASS 2 SHEE HSS ETI CESS ME EAI En 


"Bomberman Max Red/Blue 


ice iat 2 Omer 
lo. of Players 1 


Publisher Vatical Entertainment No. of Players 1-2 via Infrared Publisher Capcom 

Developer Hudson MSRP $29.95 Developer Capcom MSRP $29.95 
Available Now Contact Info 518.220.9450 Available Now Contact Info 
Genre Action/Adventure www.vatical.com Genre Action www.capcom.com 


408.774.0500 


Rundown [he last time we saw a new Strider game was when U.S. Gold 

published Strider Returns for the Genesis back in '92, a game that wasn't exact- 
ly faithful to its roots. Capcom, the creators of the series, have finally crafted a 
true sequel. Strider 2 binds 2D sprites with 3D polygon environments, and the 
results are fantastic. Strider Hryu looks great, especially with his double jump 
and dash intact. The music and sound effects are pretty good, too. This game 
just feels right. And hey, Capcom also tossed in the original Strider-—one of the 
most legendary action/platformers of all time—free of charge! | price, the Strider 2 | 


H & Marketing |h lot of Strider fans out there. This | Lpachens 18 85 2004) 
Hype & Marketing |nere ar rider ; poe ets for ret 
rayf x Via ting \nere are a lol o d UL TnNere. iNls IS a asitg r retro 


RATING | great package, and word of mouth has been very positive throughout the gaming | 
salptcaiac me ge, ) yP g d 9 | | gaming fans. An 


Rundown (here are two different versions to Bomberman Max, Red 
Challenger and Blue Champion. Depending on what version, players control 
either White Bomberman or Black Max through 80 areas. The goal is to save all 
of the Charaboms, and then use them in multiplayer battles via the Infrared con- | id 
nection on the Game Boy Color. In addition, TV and VCR remotes can be used to 7 arenyet ae 
uncover secret areas and rare Charaboms in certain points of the game. This 
version contains many elements found in the original Bomberman, but adds a 
new twist to the Pokemon-style gameplay. 


| ‘With tees content. 


| the game is, the : and an attractive 


| enormous 

| popularity of : 
Hype & Marketing |\ commercials will run on the WB and Cartoon | Pokémon makes it | 
Network beginning in late May. Online promotions will follow print ads in publica- | : 


tions like Nintendo Power and GameWEEK. _ hard to introduce 
Bomberman Max 


Sales Pitch “Buy this game if you love Pokemon but want something a lit- and expect the 
tle different that is just as enjoyable.” | Same amount 


sales Pitch “\f you're a Strider fan, you must own this game.” 


Competition Other old-school games include Paperboy, Frogger and | market is the only 
Konami Arcade Classics, however, PlayStation owners will also be distracted by LUI [00 I-30 Sai 
side- idisaleal he titles me ne 2. back. im Loftus , 


Competition Pokémon Blue/Red/Yellow stand in Bomberman Max’s way. kebabs 
—Bryan Intihar 


Micro Maniacs 


Publisher Sega No. of Players 1 Publisher Codemasters MSRP hands 
Developer Sega MSRP $39.95 Developer Codemasters act Inf 

Available June 6 Contact Inf Available June 2000 559. 683. 4468 

Genre Rhythm/Action www.sega.com Genre peeng www.codemastersusa.com 


No. of Players 1-8 
Rundown Like Parappa the Rapper and Bust-A-Groove, Space 

Channel 5 is all about rhythm. A scantily clad news reporter named Ulala must 
Stop an alien invasion using dance moves. SC5 plays much like the classic game 
Simon; the player matches commands with button presses. The graphics, which 
reflect a sort of Colorforms look, consist of FMV backgrounds layered with polygon in 

rendered characters. SC5’s music is great, and the game is quite fun, but it can These types of 

also be very frustrating. What should be a “party” game is more of an “anti-social” RSSWUESa CUT ota 
affair. Players need to pay close attention to the audio, making the game difficult to [FGQVAYC UIT ryt am 
beat if there is noise in the room. A Two-Player Mode would have been nice. butintheUS., | 


Hype & Marketing Sega is pushing its super sexy diva with both print gamers have yet 
and online assaults. Ulala and crew played a dominant role during E3 as well; live to embrace them. | 
dancers performed flashy numbers each and every day during the show. Sega | If Sega really does | 
was also in talks with MTV to turn Ulala into a virtual VJ. | get behind Space | | along with control | 
| Channel 5, it may | Competition While no other racing title quite resembles Micro Maniacs, issues diminishes | 
| do decent busi- most of the competition will come from racing titles that appeal to the younger BRR erst crite) B 


nm On Dreamcast, this game stands alone. seis tee tien | crowd, such as Speed Punks and Crash Team Racing. | ~Bryan Intihar 


Rundown Micro Maniacs is not your ordinary racing title. Instead of using 
vahiciae to travel around regular tracks, players control an odd assortment of 
toy-like figures. The tracks are also peculiar, such as one that revolves around 
a bathtub. While Micro Maniacs does put a different spin on the racing genre, 
and the multiplayer aspect certainly is a good thing (it's actually quite fun), the Micro Maniacs 
game does have awkward control. The graphic quality is a tad shallow as well. UMESSET CRT 


Hype & Marketing Presently, Codemasters will have print ads in many ial deetierd dimen- | 
consumer is and online banner placements. The company is also | sions, yet its lack 
considering TV commercials. | of a well-known 

| license, such as 

| Crash or Mario, 


Sales Pitch ‘|f you're looking for a massive multiplayer racing game 
trout the same of racing elements, then give Micro Maniacs a try.” 


| Sales Pitch “The psychedelic sixties flavor and groovy tunes are very cool.” 
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THE SCREEN SHOT iS DEAD. 


Lene Live STREAIinG SARPLES. 


Give gamers a real preview of your game instead of just a screen shot. FirstLook.com is the place millions of gamers go to get 


streaming samples of new games. And you can guarantee that your game will be on the top of our games chart where it will be seen f ] S 
and previewed. When gamers click on your game, FirstLook.com sends them directly to your Web site, driving traffic and creating 


instant sales opportunities. You can also use FirstLook.com to leverage pre-orders. This makes FirstLook.com not only an effective, loo 


but an essential marketing tool. To find out more call 1-877-687-4266 or email us at adsales@firstlook.com. 


athering of Developers™ would 
aking the Promised Lot 


von = AM 


"This is Why Gathenng Is important this group of people is establishing the importance of authorship 
in digital media . And it is forcing other publishers to follow suit, lest the top talent seek greener pastures, Already, 
Electronic Arts , one of the industry's Big Three, has rolled out a more favorable set of terms and royalty rates for 
its programming stars. More significantly, 


And that link is Pp 
crucial if the medium is going to evolve." —NY Times | 


to create the next eve 2 aah BI air Witch world We were echieg ®t fer 
a creative partner who could not only make incredible games but take 
the story beyond a linear environment and further the quest for ‘real’ 
horror,"said Rob Cowie, producer of The Blair Witch Project. ' ¢ 
“The Gathering not only has the best developers, as shown by the stunning quality of 4 
Terminal Reality’s Noctume, but creatively, they get it.” 


“The track design in 4x4 Evolution™ is nothing short of brutal, 
laid out from start to finish to push the player's skill beyond 
any reasonable boundaries. The ass busting takes place 
across a total of 16 tracks, with each having its own unique 
music, scenery, and basic theme." + —/GNDC 


"We are extremely enthusiastic about working with The 
Gathering’s Ritual Entertainment™ on the FA.K.K.2 game and 
are taking a new approach to a license by giving Ritual free 
reign over designing the game. Ritual has impressed us 
immensely with its designing strength, creativity and vision 
for FA.KK.2." — Kevin Eastman 


like to thank our soonsors 
continued success at E3 2000: 


PHANTAGRAM 


Wwe Pst aes an con 


“The clouds will part, the seas will rise and the news that Gathering of Developers’ 
publishing venture is set to send some major publishers running for cover.” 
—Gamesmama 


"KISS Psycho Circus™ -One of the hottest 3D 
shooters in years"— incite PC 


“We got the word that The Gathering was the place to call 
if we wanted a guarantee of quality and artist recognition. 
Besides, it's good to have G.O.D. on our side for once!" 
— Gene Simmons 


“Prepare to be 
knocked flat 
on your ass by 
the upcoming 
Rune™ from 
HumanHead Studios”. " 

— Incte PC 


‘If action is a religion, Max Payne 


is the new messiah." 
—Adrenaline Vault 


INDUSTRY INFORMATION 


Game Rentals e Calendar of Events e Consumer Pubs 


VIDTRAC’s Top 25 Renting Games 


For the week ending April 30, 2000 


Game 

Rank Label Publisher Street Date 

ty supeuesen: LC POET OT I SSC UIIN ioersicns chiar ieniesrens ceca ariea mrieetcaiow nce ST IIE TE seven: cnriions iensanionzues tani eoxrves DOG "LD: sumsceiincinetmenesieae 100 
De sccceaeeegss Pe stioten imine OT ee © wisaiterverinnsas winnie iiteionmniee Be NIOG, cciscansisanirsatensierstienmiorsitweslacs deceresitea eats PE 1 sates meameiaessieevie: 59 
et wineeterteies Foie wisematuanmoesenie UY SPACEY ws cewstrna dome scsni swe atenics eaeamicsiion seis iamics eve BBE iis. caeriaxttinece hit emeeneteti te eee neces REE TD. scniaecioessmpcamenmeiicncs 5? 
> sevseget i TOPDE SUR PRO SIMI wanarsinsrents imine inniniuens an semenenee sac FEU OA It ces acini staeaesdenltasiemsi encima maseercaniasnae Me WC sstrketdaremabunanand 50 
connec ree Star Wars Episode 1: Jedi Power Batt... LucasArts Entertainment INC. .......cceeeeeeeee EN Wl vcanieingh tants toentansrianrs 49 
ee ee PRGIHO FN ce vetndareecemttesvepiwinrninieteniiteanrinniaes Wlieey ltd ic): eee ee PRE To wei ceasnentnaramnieniatees 38 
—_— LS a ee AR ENC TACT AY sn ciuncsnoanaininm pra saaos ies smasemeszomes BU: Alte a decanresrenruientaieettusiieuani Pea OL) scucaescsnccnccertsidanesemndt 36 
S sietaecachint SLD rns aiuecnes kas aaiteaien ape ANT WIEN Sere SVC SS vase sams sarscecsvenaane sua veaveonss BO) Ne Ser nienrtrtnaeneieoraG an imaateenoeE TK SEO OS sncarsemantisativabiicsien Si 
Dy aeichactaeitt S| ar er Sy eras ves pn insnmoneaae emstsiaecoetnrtdtns tetas Veet an re i ail 
Te ecutsienaad ee WWF Wrestlemania 2000.......ccccccsccreerecseeeenes TEM” Uli, ‘ci eiaidestots es ice cen camepicvet cuban dae lntanes DOR FP snsancresitesvempsamicainian 30 
Se a PURSE RSG Oo ec csene venir stherstivesian sce rete cies ACCT ERIC CIAIITICNT 1 sciriceisessos sursaeit arrose Bit VAL anuwismimssaniencenss 24 
Ee veuaniied Po) antes ene ane All es asasdaa got pase sseanin edge wea Sannin eat apriadeeibmads Aiea GIGIEY seniaxtaie ett tides tigi neh chem ninodineeneataensit BD I? nesusitesieiiioesdssaen ian 24 
LD cupismianes er TOR TN SPT SUES int acanaccierreemesenimecenteapiaeend FUR IHS engstphseneraresiaeienvebtemieienenieie i |) 24 
| ee Co ene Star Wars Episode 1: The Phantom Menace .......... CUCEBAITS ENTSrTeiniiNi@nt ING. sinecreocracerensenscnns Pe Ese saeceaidnimmepieeai 22 
a (re TO FI AE sstaneienroeioiaeriehiien vatinmiiiimanaenioriiatenis OCC ONIE FU ot enrensarraatesnetantersarannine (0S 22 
(ee | re PSIG SIS TOT GIS Sire sess: cervancesnns nnn romnses veweees Sng eee ALC NOS Ae. scarvinet egeiaeisanncins in 21 
LY spcenieiand ee POKEMON Trading Card Gai occas sscssiasisnesenscnsnneenas ITO OT AMET a scensiceetnieeiictn scinesaneamtcitensinne una Fe ee cinemas enicapsieaiianiitens esi 
i _— 4 a ee Need For Speed: Porsche Unleashed ...............0008 Ee a es cerca s ene darren ianeneeersen ne cll i re 20 
‘ee LO sadon sitcean anand vaio RO Se PESO OT NUE TG ss :sssniswinweernccannccortacxearsttes TEE IED nosexstromexemeetmans tavcmneet 18 
‘ —_— DEFY scream aetsenneninaa Jeremy McGrath Supercross 2000 wo..cceeeeeeeeeees ACCS EMEITGIATIGNL ansserssncrsgereteroncrsinennerane HRD ID) sienstaieimes seteniciaes pesca 18 
Ee sostcoens) ee Resident Evil: Code: VEronicd..........cceecssseeeeeeeessees 1S | ee ee a ee CC. | se 
ee TOT eicsasisectesserintnsicns wal Stat Ware ENSOOE Ly ECE vitnunsioemmexsaicsumaseniiasiesnns PUTT 7 AITTCPUC Ecc nts vies sates toes ane neyir ances ce LES eerie 17 
re Dukes of Hazzard: Racing FOr HOMG.c. siccscassncrnnercens SOULTBRSM IGMGPAGIVGS sei qucrectensiatesaersicermieccagies ee er: sentipasit mi seeieion’ 16 
7 Pci. snesoiane pen snndicnipcitindicndas PRET rete catenins esata tae este ea zomg ota ies ise ole |, ae ae ee eee ee PL OLD santas lide anienanacnaeanetciy se 
i _—_— | LIST staseivtninstetetshletshdea niin ebiaonins sph vilermcieeseiieaemacpicenees er RAP AIGL weirs naevus zea nianicienrviine tose cencneatsatetentees Nie: re ibs 


Rental Index shows the relationship of game titles against the top renting title. 


Consumer Publications 


An Express View of Software Ratings from 
Leading Consumer Magazines and Websites 


TITLE PUBLISHER/SYSTEM MAGAZINE RANK MAGAZINE RANK MAGAZINE 
Perfect Dark Rare/N64 TE aide la tc as O5/10 = GAMIB TAN serscensasscrennnes es) °F aweancacieraiaeens aN he 
Galerians Ascii/ PS 1 ee ee ee Ce TO | inmotion 3/5 
Mobil 1 Rally Championship EA/PS ne eS! Se AB/IO WGN COM essssnrersnecsen 3.0/10 
MLB 2001 989 Sports/PS 6) ee Sa Pee OINS crmencrsnnien 94/100 Gamefan.........ee. 84/100 
Rock the Rink EA/PS i 3.5/5 Next Generation ..........04 4/5 Videogames.com ......8.8/10 
Excitebike 64 Nintendo /N64 cc) US || O/T encase 91/100 
Urban Chaos Eidos/PS 26) err CATO ° PS CRBS sexcezsieriencnes 80/100  Videogames.com ...... 2.9/10 
Need For Speed: Porsche Unleashed EA/PS 2 BO) = PS EXIING scstedesenseusve 91/100  Videogames.com ...... 5.9/10 


Calendar of Events 


June 

13-15 Licensing Expo International 
NYC, NY 
www.licensing.org 

27-29 PC Expo 
NYC, NY 
WWww.pcexpo.com 

July 

8-10 VSDA 
Las Vegas, NV 
www.vsda.org 

19-21 JEMA Executive Summit 
Orlando, FL 
www.theiema.com 

August 

TBD = Classic Gaming Expo 
WWw.cgexpo.com 


TBD Nintendo Space World 
www.nintendo.co.jp 


TBD Best Buy Charity Dinner 
www.bestbuy.com 


TBD Hollywood Video Vendor Meeting 
www.hollywoodvideo.com 


September 
3-5 ~~ ECTS, London 
www.ects.com 


5-8 — Retail Vision, Orlando, Florida 
www.retailvision.com 


12-13 Digital Kids 2000 
San Francisco,CA 


’ 


www,jup.com 


14-16 Fun Expo 
Las Vegas, NV 
www.funexpo.com 


26-28 East Coast Video Show 
Atlantic City, NJ 
www.ecvshow.com 
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PlayStation and P§2 


Sony has a handful of stellar 
games, others fail to impress 


Dreamcast 


Sega has a strong show 
with its convincing lineup 


N64 and Game Boy Color 


Early retirement for N64, while 
Game Boy Color remains tops 


PC and X-Box 


High quality titles for PC and 
new demos for X-Box 


Games.com and 
Sega.net Near | fh 


Online gaming portals | 
get ready for launch ee 


2000 Interactive 
Achievement Awards @ 4) 


The AIAS picks the | » 
winners for this year : 


Industry Gets 
Tough On Piracy | i 
Web’s easy access makes ita |) latte 
favorite channel for pirates 2 & 


————— 
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The journey continues November 2000 


TM & ® are trademarks of Nintendo of America Inc. © 2000 Nintendo of America Inc. 


By Bryan Intibar 


ith the biggest buzz of the show 
being the launch of the PlayStation 


2 in North America, spectators 
were hoping for a massive display of 
the console’s capabilities. However, 
amidst the high expectations, there was a 
relatively small amount of software that 
really pleased the crowds. 

On the first party side, Gran Turismo 
2000 and Dark Cloud gathered the most 
attention. GJ 2000's two playable tracks 
showed off the game’s variety of vehicles 
and impressive lighting and shadowing 
effects. Dark Cloud is best described as a 
mix between Actraiser for the Sega 
Genesis and Legend of Zelda for the 
Nintendo 64. Most were intrigued with 
creating worlds in 2D and then being 
able to explore those creations in 3D. 

While Sony did not showcase any 
sports games for the PS2, EA Sports 
made up for it with Madden 2001, FIFA 
World Championship Soccer and Snowboard 
SuperX. Madden 2001 was only 30% 
complete, but it is already ranking up 
there with Sega’s NFL 2K1 for the best 
football title. 

SquareSoft has been quiet about The 
Bouncer since last fall’s ‘Tokyo Game 
Show. At E3, The Bouncer was showcased 
on two screens and as part of Square’s 
theater presentation. GameWEEK was 
also one of the lucky few to see actual 
gameplay behind closed doors. The 
Bouncer is scheduled for release before the 


end of 2000, and according to a Square 


representative, it may come to the United 
States first. 

While it was only shown at the end of 
the theater presentation, fans of Final 
Fantasy have a lot to look forward to 
with Final Fantasy XI. Square created a 
scenario where in November of 2001 
gamers from around the world came 
together through Square’s Play Online 
network to join forces in FFXI. If that 
was any indication on how online gam- 
ing will be in the future, gamers have a 
good reason to smile. 

Gunslinger stirred up some interest by 
being the first true Western to come to a 
home console. The game is still early in 
development and the frame-rate must be 
increased in order to warrant a purchase. 
PC owners were also happy to see Unreal 
Tournament on the PS2. 

Even though the PS2 attracted most of 
the attention at the Sony booth, there were 
sull a number of original PlayStation titles. 
Sony showcased its sports lineup with NFL 
GameDay 2001, NBA ShootOut 2001, NHL 
FaceOff 2001 and NCAA GameBreaker 
2001. Other tutles that brought in specta- 
tors were Spyro: Year of the Dragon, Crash 
Bash, Spider-Man and Dino Crisis 2. 

Surprisingly, there was no playable ver- 
sion of Final Fantasy IX. While the game 
is set to release this summer in Japan, it 
was only seen during Square’s movie trail- 
er. [his version has returned to the tradi- 
tional theme of past Final Fantasy games 
where players must collect crystals. This 
should please many who fell in love with 


the series on the Super Nintendo. GW 


PS2 : Highlight of the Show 


Metal Gear Solid 2 Sons of Liberty 


There was no question about this 
one. Ions of spectators flocked every 
hour to see this eight-minute jaw- 
dropping movie trailer. Even more 
amazing is that it was all actual 
gameplay. And though Sons of Liberty 
is very early in development and 
won't be released until the fall of 
2001, visitors at E3 got their first 
glimpse at the potential of the PS2. 


PS2 : Biggest Disappointment 


Lack of High Quality Games 


sony did have some impressive titles, but, quite honestly, they were far and few 


between. Most titles on display could be mistaken for a Dreamcast game. It seems 


that consumers will have to wait until after the launch to begin to see games that 
“WOW?” people like MGS 2, The Bouncer and FFX1. 


www.gameweek.com 
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Sony Has a Handful of Stellar Games, 
Others Fail to Impress 


PlayStation 


NFL GameDay 2001 Spyro: Year of the Dragon 
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PlayStation 2 


Dark Cloud 


FIFA World Championship Soccer Snowboard SuperX 
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By Fim Loftus 


ith the unveiling of the North 
American PlayStation 2 (PS2), just 


about everyone expected Sony to 
take over the Los Angeles Convention 
Center during E3 2000; however, due to 
some clever moves made by Sega execs and 
a very shallow selection of PS2 titles, that 
simply was not the case. 

Due to a heavy cross-section of games 
from all categories and a huge amount of 
booth space to hold it all, Sega really took 
the zing out of Sony’s North American PS2 
debut. There were more than 100 games on 
display, including the likes of Sonic Shuffle, 
Phantasy Star Online, Shenmue and fet Grind 
Radio. In addition, SegaNet was heavily 


promoted and claimed about 40% of Sega’s 


18 Wheeler American Pro Trucker 


Sega and Dreamcast H 


F355 Challenge 


booth space. 

Sega definitely pulled ’em in. ‘Take the 
live performances by Ulala and the crew 
from Space Channel 5, for example. Crowds 
of attendees packed together like sardines 
to ogle at the live dance routines. At one 
point Saturday, the crowds for this saucy 
spectacle were so heavy, they spilled into 
Sony territory. In fact, a Sony rep- 
resentative, obviously steamed that 
Sega was attracting so many 
onlookers, sternly “requested” that 
a GameWEEK staffer immediately 
move two feet off of Sony property 
and onto the aisle way carpet. 

Sega also lifted the curtain on a 
few peripherals. Not only was the 
MP3-compatible VMU_ (Visual 
Memory Unit) on display, the com- 
pany also tantalized a few people 
with an early prototype of its 


Dreamcast/DVD_ hybrid deck. 


onic Adventure 2 


ega had a mini theater tucked away in a 

corner of its booth that featured a 15- 

minute long preview of four games in 
development. There were no surprises dur- 
ing the first three segments; however, the 
fourth trailer was indeed a treat. Sonic 
Adventure 2 (SA2) is being handled by the 
same division of Sonic ‘Team in America 
that worked on the U.S. localization of the 
first game. SA2 looked pretty good, but 
overall, we failed to see any marked 
improvements over the original. ‘The game 
is scheduled for release in June of 2001 to 
coincide with the 10th anniversary of Sonic 


the Hedgehog. Check out these screens... 


While it was too early along in development 
to show up in playable form, SA2 was 
blazing right along on video. From what we 
saw, it appeared that the sequel might 
contain more action than the first game. 
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This prototype certainly won't 
cut it...it’s the size of a dual- 
knob VCR from 1982. 

But it’s the games that ulti- 
mately decide the outcome of 
these shows, and for E3 2000, 
Dreamcast was shining from 
the opening bell to the final 
round. As it turned out, 
Acclaim’s best console game 
was F355 Challenge, a 


Dreamcast game developed 


and produced by Sega’s Yu 
Suzuki and AM2. The game, 
running at a steady 60fps, was easily the 
best looking racer available on Sega’s sys- 
tem with visuals approaching Ridge Racer V 
quality. #355 contains multiple options, 
including a Two-Player Split Screen Mode 


and Internet features and is scheduled to go 


Leonard Nimoy will be narrating Seaman. 


on sale in the U.S. in September. Another 
racing game to cause a ruckus was Sega's 
very own DC conversion of 18 Wheeler 
American Pro Trucker. The game packs fast 
and furious driving action and some incred- 
ible graphics. GameWEEK spoke with the 
game’s producer, Hiroshi Kataoka, and 
learned that in addition to a Two-Player 
Versus Mode, the game may end up offer- 


ing full online competition as well. Another 


Samba de Amigo 
This game was powerful enough to put 
a smile on anyone’s face within a 50- 
foot radius. Unfortunately, the maracas 
are so damn expensive that most people 
will never experience it the way it was 
intended. 


Poor Quality Monitors 


ave a Strong Show 


Outtrigger runs at a dazzling 60 frames per second. 


Dreamcast: Highlight of the Show 


Dreamcast : Biggest Disappointment 


+ P . Sa0 


Kataoka project was Outtrigger. The third- 
person shooter looked dynamite, running 
at a full 60 frames per second at all times. 
One- to four-players can compete either 
via split screen or online against others. 
Sega Sports had four major titles: NFL 
2K1, NBA 2K1, World Series Baseball 21 
and Virtua Tennis. Then, there was the 
man-fish simulation game Seaman, in all 
his wacky weirdness. We had a chance to 
give it a go using spoken commands in 
English, and let’s just say there’s some 
strange things happening there. Look for a 
Q&A with the game’s outspoken creator, 
Yoot Saito, in an upcoming issue of 
GameWEEK. At the heart of SegaNet was 
the Dreamcast edition of Quake IIT Arena 
and, with the exception of an inconsistent 
frame rate and a slightly fuzzier look, the 
game appeared to be every bit as solid as its 
PC counterpart. Last but not least was 
Samba de Amigo, one of the few DC titles to 
create waiting lines at least two feet deep at 
all times. The object of the game is to 
shake maraca controllers to the beat of the 
music. Samba is ideal for parties, since It 
tends to make most sober people look a bit 
ridiculous. GW 


Those cheap televisions made every Dreamcast game look really sub-par (I won’t 


mention any brand names, but let’s just say it rhymes with “Bambung”). Sega, swal- 
low your pride and shell out some dough for ‘Trinitrons next year. You can always 
cover up the logos.... 
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intendo 64: Early Retiremen 


By Ben Rinaldi 


an you hear the fat lady singing? 

Nintendo’s 64-bit “Fun Machine” is 

on its last legs, but don’t expect it 
to die without a fight—at least not this 
year. Nintendo came to E3 with what 
may be its most potent N64 software 
lineup ever, punctuated by an impres- 
sive list of titles from Rare and one epic 
adventure from Miyamoto and team in 
Japan. Peter Main, executive VP, sales 


and marketing, Nintendo, — told 


GameWEEK that a total of 80 titles 
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Conker’s Bad Fur Day was the highest profile 
and the most controversial game at Nintendo. 


Game Boy Color: Still King of the Hill 


By Ben Rinaldi 


ame Boy Color continues its reign 


as America’s best-selling 


videogame platform, already sell- 
? 


ing through 1.3 million systems in the 


first quarter of 2000. Nintendo’s 


Peter Main expects that momentum 


to carry through the rest of the year, 
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The Little Mermaid 2: Pinball Frenzy 


6 


Another popular N64 game at E3, Rare’s Dinosaur Planet has all of the elements that typically make a Rare game so special. 


from first and third-party publishers 
would ship by Christmas for N64. 
While that number is down significant- 
ly from last year, Main isn’t worried; he 
expects sales of both N64 hardware and 
software to surpass last year’s record 
totals. 

Conker’s Bad Fur Day was the highest- 
profile and the most controversial game 
at Nintendo’s booth. Sporting new, 
mature content, the game drew plenty 
of attention for its outlandish humor, 
sexual innuendoes and over the top 
gameplay. How will consumers react to 
this type of adult content? There’s sure 
to be some kind of backlash—especially 
from parents of young children. While 
it’s a concern, Nintendo says it will be 
very careful to promote Conker’s BFD as 
a mature title so that consumers know 
exactly what to expect when the game 
finally ships in December. 

Rare’s Dinosaur Planet is another 
game that had show attendees talking. 


Players take control of two new charac- 


saying, “We’ve increased our sales 
projections from six and a half-mil- 
lion units of GB hardware to eight 
million units in 2000, and that’s being 
conservative. We could probably sell 
nine million units if we could produce 
enough.” 

Nintendo will continue to domi- 
nate the portable software market 
with two new Pokémon games. ‘The 
company expects Pokémon Gold and 


Silver to sell-through more than 10 


million units within six months of 


their October 16, 2000 release. As big 
as Pokémon is, more than half of all 
Game Boy Color software sales this 
year will be unrelated to Pokémon. 
The portable powerhouse will see new 
adventures starring popular characters 
like Wario, Donkey Kong, Zelda and 
Disney’s Little Mermaid, Donald 
Duck and Mickey Mouse. GW 
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ters, Sabre and Krystal, as they fight to 
save Dinosaur Planet from an evil so 
powerful it threatens to destroy the 
entire universe. After an early play-test, 
it’s clearly evident that Dinosaur Planet 
has all the earmarks that make Rare- 
designed games so special. Massive 3D 
levels come to life with stunning light- 
ing effects and real-time environmental 
effects, such as shadows, reflections, 
varying weather effects and a complete 
day/night system. Dinosaur Planet 1s 
expected to ship in December, but don’t 
be surprised if it slips to 2001. 

Last, but certainly not 
Nintendo had Legend of Zelda: Majora’s 
Mask 


Zelda role-playing series. ‘This time 


least, 


the newest chapter in the epic 


around, the game’s hero, Link, will be 
able to transform into new characters 
by donning magical masks that give him 
new abilities and powers. Time also 
plays a factor in Majora’s Mask, as Link 
has only three days to save the world 


and himself from impending doom. 
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Donkey Kong Country hopes to meet with popular su 


Pokémon Gold will continue to make big profits fo 


ap tp hy dete ty 


Legend of Zelda: Majora’s Mask for N64 


Slated for a November 24 release, 
Nintendo will back the game with more 
than $10 million in marketing and 
advertising. 

There seemed to be fewer third party 
Nintendo 64 titles on the show floor 
this year, compared with last year, 
which reflects publishers’ withdrawal 
from the platform. Capcom’s Resident 
Evil Zero, EA’s The World Is Not Enough 
and LucasArts’ Indiana Fones and the 
Infernal Machine were the only games 
that really stood out. GW 
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warfare" 


¢ Insane 2 to 4 players mode 
with zillions of levels 
to master 


¢ 40 exotic weapons and other 
equipment to choose from 


e Fully customizable armies: 
allocate points amongst your 
squad and promote your grunts 


[MARKETING ACTIVITIES [Moreh] to | toy | tne | Jay [Monet 


National public relations pre-launch campaign 


Print advertising campaign in major books oy ae pmo pom me wee 


Print trade advertising campaign ae we —— =e a ee 


Coming June 2000 


www.hogsofwar-thegame.com 


PlayStation 


Animated Blood 


Comic Mischief 
© 1999 Infogrames U.K. All Rights Reserved. Infogrames is a trademark of Infogrames North America, Inc. Hogs of War is the trademark of i \ Mild Lan guage 
™ Infogrames U.K. All others trademarks or registered trademarks are the property of their respective owners. PlayStation and the PlayStation hy ar naeT | nguat 
ae logos are registered trademarks of Sony Computer Entertainment Inc. | , ' 
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All of us at InterAct want to thank all of you for 


See you at GameShark.com. 
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By Andy Eddy 


f the PC game market is waning, as 
some are saying, you’d be hard-pressed 
to prove it judging by the software 
that’s being developed by some publish- 
ers. There are cutting-edge titles being 
created that require carefully crafted 
strategy from the player, and that contain 
stunning graphics and vivid action. 
Among the highlights of this year’s F3 
PC-game crop is Microsoft’s expansion 
pack for the wildly popular Age of Empires 
II: Age of Kings, entitled Age of Empires II: 
The Conquerors. The add-on, which is due 
out in early fall 2000, gives players five 
new civilizations (such as Huns and South 
Americans), four new campaign scenarios 
and three new heroes. It also includes 
some new elements, such as smart vil- 
lagers, which require less micromanage- 
ment over workers and tasks. For 
instance, instead of one worker in a group 
undertaking a task while the rest of the 
group is idle, smart villagers all work on a 
single act or chore. All of this makes for 
more than just a collection of new maps, 
by improving upon the gameplay and 


mechanics for a better overall experience. 


PC Game Action Heats Up 


Left: No One Lives Forever takes on the ’60s spy genre, right down to the fluorescent green leisure suit. Right: N 


= 


promises the action that developer Monolith Productions is known for. 


Before F3, GameWEEK wrote exten- 
sively about id Software and Activision 
partnering on a team-based expansion for 
Quake II Arena entitled Quake IIT Team 
Arena and a new project called Keturn to 
Castle Wolfenstein, but we weren’t prepared 
for how hot they’d be. Quake IL Team 
Arena provides new game Modes, skins 
and power-ups, all geared for a team expe- 
rience, but it'll also include an improve- 
ment in the interface that enables the 


player to drag-and-drop or resize damage 


X-Box: No Games Yet, but System 
| Strikes Fear in the Competition 


By Mike Davila 


pon arrival at E3, we expected that 
there would be tons of X-Box stuff 
to see, considering all the promo- 
tional materials scattered around the 
show floor. But in reality, not much had 
changed with the system since its intro- 
duction at the Game Developers 
Conference in San Jose last March. 


Kevin Bachus, director of X-Box third 
party relations, commented at the show 
that Microsoft has been “more open” 
with X-Box than any other console 
manufacturer prior to a _system’s 
launch, and that it’s still very early from 
the actual X-Box launch (about a year 
and a half). 

A new Raven/Robot demo was 
shown behind closed doors at one of 
the Microsoft meeting rooms. This 
time around, reflective and chrome 
surfaces were mapped onto the 
robot as well as the addition of real- 
time shadows. The butterfly demo 
was also shown with some new cam- 
era angles. Also, a never before seen 
demo of X-Box music capabilities 
was unveiled that showed how easi- 
ly and seamlessly X-Box could tran- 
sition music styles. For example, 
rock to country, to disco, while 
playing the same song continuously 
throughout. GW 


The new Raven/Robot demo shown 
at E3 added greater detail, including 
reflective surfaces and shadows. 
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counter, ammo counter and other on- 
screen elements. The latter additions will 
also be passed to existing Q3d4 owners 
through a point release at the same time 
Quake Il Team Arena is released. 

Castle Wolfenstein was one of the earlier 
action games, appearing on the Apple I 
computers seemingly forever ago. id 
Software took inspiration from that clas- 
sic for its first ground-breaking foray 
into games with Wolfensten 3D. Now id 
looks to take the series that much further 
with Return to Castle Wolfenstein, which 
uses the Quake III engine and spring- 
boards from there into heavy realms of 
action. This new title improves upon the 
popular first-person shooter formula by 
adding different weapons, the ability to 
manipulate most of the items around you 


and pits you against some tough Nazi 


opposition. The AI for your foes has 


Naval formations in Age of Empires Il: The 
Conquerors make it easy to set up boats in 


the arrangement you choose. 


The dingy and deadly fortress in Return to 
Castle Wolfenstein sets the mood for the 
action. 


o One Lives Forever 


maps and power-ups, among them—in the 
Quake III Team Arena expansion pack. 


been improved to the point that they’ll 
throw back an unexploded grenade to try 
and take you out. 

One title that isn’t as prominent as 
what Microsoft and id/Activision are 
doing is Fox Interactive’s No One Lives 
Forever (targeted for fourth quarter 
2000), a game that riffs the ’60s spy 
genre in a “sexy” Bond-like action game. 
Developed by Monolith Productions, 
the game offers 15 single-player missions 
and ten multiplayer levels. Over 30 
weapons and gadgets are available, 
including an explosive lipstick holder, 
acidic perfume and the truly bizarre 
robotic poodle. 

Peter Molyneux is well known for 
starting Bullfrog Productions, which 
launched such pioneering games as 
Syndicate and Populous. Having sold 
Bullfrog to Electronic Arts, Molyneux 
launched Lionhead Studios and started 
work on his next epic, Black and White. 
This new “god game” enables players to 
control creatures in evil or good ways, 
rewarding them with pats for positive 
actions or a spank for bad actions. ‘The 
creatures then evolve in the form that 
their actions take them. It proves to be 
another quality strategy title. GW 
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ameWEEK : 
Hasbro Prepares Games.com for Launch 


By Steve Traiman branded games, and, once they’re there, Matt Lopez, Games.com mar- 
keting director, shows off 
menu page for Hasbro’s new 


they will find everything they want: the 


ith a “soft” launch in September and games they love, tournaments, rewards, intern? aniarbalnnent sorkal: 
a full debut for the holidays, shopping, news and more. We’re going 
Hasbro’s Games.com Internet to make it easy for gamers of all ages to and classics/parlor games, 
entertainment portal is primed to bring have fun.” with later additions for | 
millions of casual gamers into the online With gamers playing free, the initial rev- | gamers, casino, sports and 
marketplace. enue stream is primarily from advertising, kids categories. 
Between 30 and 50 games will be avail- notes Tony Lopez, marketing director. “As Initial Hasbro games avail- 
able for multiplayer action, all free and vir- an example, if you look at the Monopoly able on Games.com include 
tually all in plug-and-play Java versions. board, you will see ‘your brand’ presents Arcade: Asteroids, Asteroids 
The site will also include chat rooms, mes- Monopoly with ‘your company logo,’ and Deluxe, Battlezone, Centipede, 
sage boards, tournaments, contests and a_| that’s a creative opportunity in addition to. | Crystal Castle, Millipede, Missile 
retail store. the normal ad banners that will also be Command, Super Breakout, Sik = 
“We’re committed to building the pre- available.” Tempest, Tempest Tubes and Email X-Com, ing a CD-ROM version for online access. 
mier online games experience with a fully Games.com is organized into seven Classics/Parlor: Backgammon, bridge, A unique rewards system will offer 
integrated entertainment experience channels to meet a broad range of con- Checkers, Chess, Cribbage, Euchre and Slots; Monopoly money for repeat play activity, 
around games,” says ‘Iom Dusenberry, sumer interests and stimulate “commu- Family: Battleship, Boggle, Clue, Maximum winners, competition and contests. The 
Games.com CEO. “Consumers will come nity” among players. Initial game titles Risk, Monopoly, Parcheesi, Scrabble, Yahtzee rewards will be redeemable at an e-com- 
to the site for the deepest offering of | will include family games, arcade games | and You're Full of It, the only game requir- | merce site that will offer Hasbro 


Console-dedicated online gaming portal is first of its kind 


By Steve Tratman 


aming is going online, and we’re the 
CU) c = 


first one there in console space.” 


‘That, according to Greg Chiemingo, 
vice president, sales and marketing, for 
Sega.com, Inc. “We’re going to give 
gamers the opportunity to make it hap- 
pen with at least a dozen games online for 
the September launch and about 20 by 
year-end!” Chiemingo unveiled more 
details of the new online interactive 
entertainment company that Sega of 
America had announced at its annual 
retailer summit in April. 

At the heart of Sega.com is SegaNet, 
which he describes as “the only high- 
speed online console gaming network 
that will offer gamers 3D multiplayer 
games, chat, community, cheat codes, 
community and content. It’s also an ISP 
service for Sega Dreamcast and PC users, 
offering gamers the best in speed, consis- 
tent low latency, customer service and 
access to all other Web areas including 
personal e-mail (name@sega.net).” 

A new partnership with Genuity, for- 
merly GTE Interworking division of 
GTE Corp., will provide national and 
local access, security and integration with 
Sega.com’s gaming applications to deliver 
high performance for SegaNet’s launch. 

In addition to Sega’s own titles, includ- 
ing Quake Ill Arena, Outtrigger, 18 
Wheeler American Pro Trucker, NBA 2K1 
and NFL 2K1, third-party publishers will 
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also have several key titles ready for 
launch. Among these are G.o.D.’s Kass 
Psycho Circus, Railroad Tycoon II and 4X4 
Evolution, Ripcord’s M.O.U.T. 2025, 
GorkaMorka and Quest of the Blademasters; 
Sierra’s Half-Life and Sierra Sports Game 
Room; Bethesda’s PBA Tour Bowling and 
Ubi Soft’s POD 2. E3 visitors had a chance 
to try them all on the new Sega DC Web 
Browser version 2.0. With 10% of the 
200 Dreamcast titles available online this 
year, he promises a 20% online commit- 
ment for next year and beyond. 

“To date, 20%, or more than 400,000, 
of the two million Sega Dreamcast own- 
ers have accessed the site, and that’s 
before full-fledged 3D gaming was avail- 
able,” Chiemingo notes. The browser 
upgrade was developed by Planetweb and 
will host a slew of new features that will 
keep the new site ahead of the high-speed 
technology curve. This includes support 
of Macromedias’ Flash 3.0, MP3 music 
download capability, greater Visual 
Memory Unit (VMU) interactivity, PNG 
advanced graphics, JavaScript upgrades 
and Web-based force feedback. 

“We’re encouraging gamers with two 
bonus retail programs that kick off June 
4,” Chiemingo explains. “They can buy a 
Dreamcast for $199 and get an instant 
$50 rebate to come online for a free one- 
month trial, which brings the effective 
console price down to $149. Then they 
will have the chance to sign up for a two- 
year SegaNet ISP contract at $21.95 a 


month, with a $200 rebate and a free key- 
board for chatting ease.” (This brings the 
$526.80 subscription down to $326.80 or 
about $13.60 a month for an effective 
38% saving.) “We’re listening to our 
retail accounts that would like to see that 
second rebate in the stores, and are work- 
ing on a number of chain-specific promo- 
tions,” he adds. 

In addition to a multimillion-dollar ad 
campaign to launch SegaNet, the compa- 
ny is actively involved in major promo- 
tions this summer with bands “whose 
music is perfect for our 12-to-24 target 
audience,” Chiemingo says. 

Sega is sponsoring the Blink 182 tour 
with both the SegaNet and Dreamcast 
logos prominently adorning the tour bus. 
It’s the primary sponsor of the Family 
Values ‘lour, featuring Limp Biskit and 
KORN, among others, and will be a 
prime sponsor of the MTV Video Music 
Awards in September, which he sees as “a 
great vehicle to reach our audience.” 

For online game developers, a new ver- 
sion of the KAGE (pronounced “kah 
gay”) developer tools kit will be available 
in June with smart multiplayer and 
matchmaker code. 

“SegaNet will provide the same plug-and- 
play experience that console gamers have 
come to expect, without all the hassle of 
downloading and upgrading,” Chiemingo 
says. “SegaNet is creating a community 
where gamers will be able to go for the best 
overall online gaming experience.” GW 


Interactive and other titles, merchandise 


and apparel, among other categories. 

“More than 400,000 a month have 
already logged on to the site prior to F3, 
just on the basis of the name alone,” Lopez 
notes. “We are building on our strong 
brand awareness. We’ll have a most effec- 
tive integration with all HI games and 
board games highlighting the Games.com 
logo with on-pack stickers and inserts. All 
Hl ads, print and TV, will have a tagline for 
the new site.” 

San Francisco ad agency Arnold Ingalls 
Moranville, whose clients include 
AuctionWatch.com, Crystal Geyser, 
Logitech, OfficeDepot.com and U.S. 
West, is responsible for a $15 to $20 mil- 
lion launch campaign. It will build on this 
name awareness to introduce Games.com 
to a broad base of consumers at a time 
when the number of online players is 
erowing exponentially. The campaign will 
encompass TV, radio, print and online 
advertising, as well as online promotions 
and direct marketing. 

“We’re going to bring all the power of 
Hasbro’s marketing muscle to Games.com 
so the brand is instantly recognizable and 
meaningful to a broad range of consumer 
audiences,” Dusenberry says. “Games.com 
is a great communications and marketing 
opportunity, both short and long-term,” 
states Penny Baldwin, agency president. 
“We have the chance to build upon estab- 
lished brand names in the exciting, fast- 
paced arena of the Internet.” 

“We are providing the targeted con- 
sumer—those not playing our board games 
or the PC versions—another opportunity 
to play them online,” Dusenberry says. 
According to the latest estimates from 
Jupiter Communications, some 45 million 
in the U.S. are playing online games now 


and that will jump by at least a third to 60 
million by 2003. GW 
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Interactive Awards Event 
Spotlights Industry Highlights 


by Andy Eddy 


n Thursday, May 11, the Academy 

of Interactive Arts and Sciences 

(AIAS) held a ceremony to hand out 

its third annual Interactive Achievement 

Awards. The event was held at the Regal 

Biltmore hotel, not far from where the 

Electronic Entertainment Expo (E3) 
began earlier in the day. 

The ceremony was hosted by comedi- 

an Martin Short, who got things going 


ee) 
c 


with a song about the awards and some 
pithy banter with a computer-generated 
character named Ms. AIAS. Throughout 


the fete, Short engaged in comedy bits 


Award Recipients 


GAME OF THE YEAR 
The Sims (Maxis/EA) 


Outstanding Achievement in Visual 
Engineering—Unreal Tournament 


and one-liners, often at the expense of a 
game company or industry figure. At 
one point, Short came out as an embit- 
tered Bill Gates, closing with a caution- 
ary song about “Lady Anti-Trust Laws.” 

The event also featured a parody of 
the “Wassup” commercials, this time 
with videogame characters animated to 
match the commercial’s audio track. 
The clip had the audience laughing so 
hard it was difficult to hear the dialogue. 

Winner of Game of the Year was The 
Sims, which brought creator Will Wright 
to the stage for the third ttme—the game 
had previously won for Outstanding 
Achievement in Game Design 
and Outstanding 
Achievement in Game 
Play Engineering. 
Wright brought a cam- 
era with him on the 
final acceptance with 
which he took a picture 
of the audience so he 
could explain to his 


mother what he does 


for a living. 


Academy President Jim 
Charne (left) shakes 
hands with comedian 
Martin Short before the 
introductory speech. 


lon Storm’s Stevie 
Case and MTV's 
Ahmet Zappa share 
a laugh during the 
presentation of the 
Craft Awards. 


Last year’s Hall 
of Fame recipient, 


Sid Meier, was 


called upon to 
introduce this 
year’s recipient, 


Hrirreanea bw 


Sakaguchi, the 
creator of the Final Fantasy game series. 
After Meier’s introduction, clips of the 
Final Fantasy games where shown, fol- 
lowed by some clips from the forthcom- 
ing computer-animated Final Fantasy 
movie, which looked stunning and daz- 
zled the crowd. Sakaguchi then came 
on-stage to accept his award, greeted by 
a standing ovation from the attendees. 
Celebrity presenters included Elisa 
(Clueless), Carmine 
Giovinazzo (Shasta), Leah Lail (VIP.), 
Delroy Lindo (The Cider House Rules), 
Harry Shearer (The Simpsons, EDTV), 
Alison Sweeney (Days of Our Lives) and 
(MTV’s WebRiot). 


Industry presenters included Interplay’s 


Donovan 


Ahmet Zappa 


Brian Fargo, lon Storm’s Stevie Case, 


Here is the rundown of the winners honored at the Interactive Achievement Awards ceremony: 


(Epic Games/GT Interactive) 


Hall of Fame Recipient— 
Hironobu Sakaguchi (Square, Co. Ltd.) 


Outstanding Achievement in 


Console Game of the Year— 


Soul Calibur (Namco) 


Character or Story Development 


CRAFT AWARDS 
Outstanding Achievement in Art 
Direction—Final Fantasy Vill (Square, 
Co. Ltd./Square Electronic Arts L.L.C.) 


Outstanding Achievement in 
Animation—Final Fantasy Vill (Square, 
Co. Ltd./Square Electronic Arts L.L.C.) 


Outstanding Achievement in Sound 
Design—Medal of Honor (Dreamworks 
Interactive/Electronic Arts) 


Outstanding Achievement in Original 
Musical Composition—Um Jammer 
Lammy (Nana On-Sha Co., Ltd/SCEI/ 
sony Computer Entertainment America) 


Outstanding Achievement in Game 
Design—/he Sims (Maxis/EA) 


Children’s/Family Game of the 
Year—Pokémon Snap (HAL/Nintendo 
of America) 


Outstanding Achievement in Game 
Play Engineering— /he Sims 
(Maxis/EA) 
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(tie)— Thief: The Dark Project (Looking 
Glass Studios/Eidos Interactive) 

Age of Empire Il: The Age of Kings 
(Ensemble Studios/Microsoft) 


CONSOLE AWARDS 
Action Game of the Year— 
Crazy Taxi (Sega of America Dreamcast) 


Adventure/Role-Playing Game of the 
Year—Final Fantasy Vill (Square, Co. 
Ltd./Square Electronic Arts L.L.C.) 


Fighting Game of the Year— 
Soul Calibur (Namco) 


Racing Game of the Year— 
Star Wars Episode One: Racer 
(LucasArts) 


Software/Sierra Studios) 


Entertainment/Microsoft) 


Professional (Microsoft) 


(Disney Interactive) 


Sports Game of the Year—Knockout 
Kings 2000 (Black Ops/Electronic Arts) 


PC AWARDS 
Action Game of the Year— 
Half-Life: Opposing Force (Gearbox 


Adventure/Role-Playing Game of the 
Year—Asheron’s Call (Turbine 


Simulation Game of the Year— 
Microsoft Flight Simulator 2000 


Sports Game of the Year— 
FIFA 2000 (EA Sports/Electronic Arts) 


Strategy Game of the Year— 
Age of Empires Il: Age of Kings 
(Ensemble Studios/Microsoft) 


Creativity Title of the Year— 
Disney's Magic Artist Studio 


Children’s Entertainment 
Title of the Year— 
Disney's Villains’ Revenge 
(Disney Interactive) 


Family Entertainment 
Title of the Year— 

3-D Ultra Lionel Traintown 
(Dynamix/Sierra On-Line) 


Educational Title of the Year— 
Jump Start Phonics Learning System 
(Knowledge Adventure) 


Computer Game of the Year— 

Age of Empires !I—Age of Kings 

(Ensemble Studios/Microsoft) 
ONLINE AWARDS 

Entertainment Site of the Year— 

The Onion (Jack Szwergold/Peter Haise) 


News/Information Site of the Year— 
GameSpot (GameSpot Inc.) 


Online Game of the Year— 
EverQuest (Verant Interactive/Sony 
Online Entertainment) 
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Will Wright (right), maker of The Sims, 
accepts Game of the Year honors from 
Dreamworks/EA’s Glenn Entis. 
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Will Wright, creator of The Sims, snaps a 
picture of the crowd after his Game of the 
Year acceptance. 


Dreamworks/EA’s 


composer Chance Thomas. 


Glenn Entis and 


The presentation featured some 
glitches and awkward moments, such as 
a couple of occasions where the presen- 
ters were introducing an award’s nomi- 
nees while the award-winner slide was 
being displayed. When Delroy Lindo 
read his one joke, it was obvious he 
was having trouble’ with the 
teleprompter, but also followed his 
punch line with “I don’t even know 
who Duke Nukem is” 


which broke up the audience. 


exclamation, 


Certainly, the pluses far outweighed 
the negatives, and the audience 
seemed to enjoy itself throughout. It 
also put a good shine on the indus- 
try—and likely had some attendees 
thinking that they might be walking 
on stage a year from now to collect a 


reward for their hard work. GW 


Web’s easy access makes it the choice distribution channel for counterfeit games 


By Tom Carroll 


yu’d probably have to go back to the 
big screen debut of Peter Pan to find a 
time when piracy was so much in 
vogue. Unlike the Disney classic, however, 
this type of piracy doesn’t always result in a 
happy ending. 

Last February, the Los Angeles Sherift’s 
Office Computer Crimes Unit and the 
Federal Bureau of Investigation’s New 
York field office arrested 12 alleged soft- 
ware counterfeiters in the L.A. area. 

A month later, Florida resident David 
Pugh was sentenced to a 30-month jail- 
term and two years probation for traffick- 
ing-in pirated software, mostly over the 
Internet. 

Other recent criminal prosecutions in 
New York, Oregon, Massachusetts and 
Washington D.C., show that software 
pirates are increasingly walking the plank 
for their actions, especially pirates plying 


digital seas. 


Nintendo of America’s manager of anti-piracy, Jodi Daugherty 


In its most basic form, software piracy 1s 
the unauthorized copying of software. 
Users are allowed to make one copy of any 
program for backup purposes, but it is 
against the law to give copies to friends or 
colleagues, or to sell in any form. 

Pat Becker, director of government and 
community relations for Electronic Arts, 
says, “Last year, piracy cost the interactive 
entertainment industry about 3.5 billion 
dollars. When compared to $11 billion in 
worldwide business, that’s a huge chunk. It 
cost Electronic Arts alone more than $400 
million last year. That’s just packaged 
goods piracy, stuff that’s confiscated at cus- 
toms. The losses from Internet piracy are 
also huge, and they’re growing.” 

According to Jodi Daugherty, manager 
of anti-piracy at Nintendo of America, 
Electronic Arts is not alone. Nintendo and 
its third-party licensees lost an estimated 
$744 million due to pirated videogame 


products in 1999. 


Losses Due to Theft 


$3.2 Billion 


$645 Million 


$72 Million 


$43 Million 


US. pocket: U.S. Shoplifting  US.Bank — US. Video/PC 


Picking Losses Losses Robberies Game Piracy 
(1995) (1995) (1996) Losses (1998) 


Becker notes that piracy hurts more than 
just the big companies. “The smaller com- 
pany that has a wildly successful product 
will never be able to stay in_ business 
because somebody’s pirated its goods. ‘The 
money that’s made out of the sale of popu- 
lar products is reinvested in developing 
new products. If you don’t have the money 
to reinvest in new product 
development, you’re going 
to have lesser quality prod- 
ucts. In the end, the con- 
sumers are going to be the 


losers if piracy is allowed to 


run rampant on _ the 
Internet.” 
Nintendo, Electronic 


Arts and other major game 
publishers maintain stand- 
alone 


anti-piracy cam-= 


paigns, which consist 
mainly of incorporating 
anti-piracy technology in 
commercial products; thor- 
oughly establishing copyright, trademark 
and patent protection worldwide; and 
cooperating with all levels of domestic and 
international law enforcement activity. 

But in the past few years, distribution of 
pirated software became so widespread 
that in perhaps the first action of its kind, 
three videogame giants joined forces to 


take On March 28, 2000, 


Nintendo, Electronic Arts and Sega of 


action. 


America jointly filed suit in U.S. District 
Court for the Northern District of 
California against Yahoo! for the sale of 
illegal and counterfeit videogame products. 

Watching the 
Interactive Digital Software Association 
(IDSA) 


Lowenstein, applauded the lawsuit and the 


from a distance. 


and its president, Doug 
publicity it brought. Lowenstein says, 
“The IDSA has been deeply concerned 
about the rampant piracy that occurs on 
many of the auction sites. We think that 


these lawsuits are very important as part of 
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a larger campaign to clean up the 
Internet.” 

The IDSA is the U.S. trade association 
exclusively dedicated to serving the busi- 
ness and public affairs needs of companies 
that publish video and computer games for 
videogame consoles, personal computers 
and the Internet. A large portion of the 
IDSAs effort is spent combating software 
piracy and in particular, Internet piracy. 

EAs Becker says, “I think what’s hap- 
pened is that the Internet is now becoming 
the distribution channel of choice for 
counterfeit goods made by people with a 
CD burner in the bedroom and a desire to 
make a buck off the work of somebody else. 
Auction sites hosted by publicly held com- 
panies may have an air of legitimacy, but 
they’re nonetheless facilitating and profit- 
ing from the sale of pirated goods.” 

Lowenstein believes trafficking of pirate 
software over the Internet is especially 
troublesome. He says, “The idea of valid 


sites carrying pirated software sends a ter- 


Doug Lowenstein, president of the IDSA 


radar screen, but we really have to calibrate 
the most effective ways to use our enforce- 
ment dollars. Obviously those dollars tend 
to be targeted at larger operations.” 


The IDSA doesn’t operate in a vacuum. 


“The IDSA has been deeply concerned 
about the rampant piracy that occurs on many 
of the auction sites. We think that these 
lawsuits are very important as part of a 
larger campaign to clean up the Internet.” 
—Doug Lowenstein, president, 

Interactive Digital Software Association (IDSA) 


ribly dangerous signal to the public about 
the willingness of legitimate businesses to 
tolerate a clearly illegal activity, activity 
that they are fully aware is occurring.” 

Lowenstein maintains that most people 
are attracted to such auction sites because 
of low prices. “While there’s a certain cul- 
ture out there that gets a kick out of being 
involved in black market activity, by and 
large, people doing this are simply looking 
for the finished product.” 

Publishers like Nintendo of America are 
ageressive against Internet piracy. 
According to Daugherty, “We work with 
ISPs to take down sites and notify website 
owners of any infringements. We also 
request the Internet auction companies to 
take down auction sites daily that infringe 
on our intellectual property rights.” 

While the IDSA is fully aware of both 
large- and small-scale piracy activities, it 
has limited resources at its disposal. 
Lowenstein says, “If someone is engaged in 


small-scale piracy, they are still on our 


Nintendo’s Daugherty says, “We believe 
that when industry companies work 
together to stop piracy it benefits every- 
one.” Daugherty adds that Ric Hirsch, 
senior vice president, Intellectual Property 
Enforcement, at the IDSA, will bring a 
wealth of experience to the IDSA%s pro- 
grams. Hirsch recently joined the IDSA 
from a similar post at the Motion Picture 
Association of America. 

Hirsch directs the IDSA’s efforts to 
locate and prosecute offenders. He believes 
that the types of cases the IDSA pursues 
help send a message to the broadest possi- 
ble range of software pirates. “When we go 
after these people, there isn’t a lot of doubt 
that they’re engaged in illegal activities. 
And we think the courts tend to be sympa- 
thetic to the rights holders under these cir- 
cumstances. When word gets out to people 
that they could be facing serious civil liabil- 
ity and potentially criminal liability, we 
think they reassess the cost vs. benefit of 
this kind of conduct.” GW 
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The Electronic Gamers Odyssey (EGO)*is a * ties IS r. to: * 
series of consumer events featuring ar _ ©¢Generate!immediate sales ries ietore the 
products i in the electronic entertainifient holiday nw 
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Call to reServe your exhibitgspace today! Contact Sumar Clarke at \ 
(800) 891-4859 | 
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National Event|Management (NEM) Has been an industry leader, producing over 30 sudgesstul interactive consumer events for the past 18 years. 
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Tap In To Over Four Million Online Gamers! 


: Reap the spoils of the online gaming revolution. Build GameSpy into GameSpy’s 
ss your game! In one fell swoop you'll have at your disposal every game 
a server on the Internet, the most popular game server browser available, Latest Partner: 
S ae and the biggest network of gaming fan sites on the planet. We'll help 
y 3 you make it happen. 


Gamers own the Internet, and GameSpy is Gamers. 


Contact Randy or David at 
(714) 549-7689 Gnade 


www.gamespy.com/developer 
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Manuf./Publisher Pre-Book Date Release Date 


Alien vs. Predator © Fox Interact. TBA Q2 
Anachronox lon Storm TBA Q4 
Asteroids GT Interactive TBA 7/00 
Black and White — Lionhead TBA Q4 
Cartoon Combat Creative Edge IBA Q3 


Combat Misson: BO. Big Time Soft. TBA Q2 
C.0.L: InterLock Deninet Soft. TBA Q4 


Daikatana lon Storm TBA Q4 


Deimos Rising Ambrosia TBA Q3 
Deus Ex lon Storm TBA Q4 
Diablo |I Blizzard TBA Q3 
Dragon's Lair 3D Blue Byte —sTBA Q4 
Driver GT Interactive TBA 6/00 
Eternal War Past Tree, Inc. TBA 
Experience The Whole Exp. TBA 
F/A-18 Hornet: Gold Graphic Sim. TBA 
Grimoire Elysium Digital TBA 
Halo Bungie Soft. TBA 
Heart of Darkness Infogrames — IBA 
Heavy Metal FAKK2 Gathering TBA 9/00 


Manuf./Publisher Pre-Book Date Release Date 


Heretic Il Logicware TBA Q2 


Interstate '76 Logicware ‘TBA Q2 
Monopoly 2 GT Interactive TBA Q3 


sored by: 


Age of Sail Il Talon Soft TBA 10/00 
Alone in the Dark 4 Infogrames 


Myst M.E. Mindscape 3/00 6/00 


Neverwinter Nights Bioware TBA Q2 
Oni Bungie TBA Q2 


Panty Raider Sim & Shust. TBA Q3 
Peregrine Enigma Soft. TBA (4 


th 


- ee oe == ; i f Ape we cae, yn Piao: 
: ae i a #3 , q =e a ye | ia oP ow op eh ge 
: ef ger ii Bij Se ; 
r = af ~ | 4 ~ Fiz ia fi ime if wi os 
i Mit . <e% ~, > ; i ai? we gb Ze { » 
iia f fe er» oe ae 26-83 , ge Se Zi Bi vy P 
fj : ge Mt) ie oe ge gk Se i= Hi ag af 2 
e j ae / me / ald Weisseer J rf a ia} oe ae 
A. 4 anh a ws seca } Z 


Manuf./Publisher Pre-Book Date Release Date 


B-17 Flying Fortress Hasbro TBA 9/00 


Batman Racing Ubi Soft TBA 9/00 


Pool of Radiance Mindscape — IBA Q4 
Riddle of the Sphinx DreamCatcher TBA 9/00 


Blair Witch 2 Gathering TBA 10/00 
Blair Witch 3 Gathering 


ocrabble GT Interactive TBA — 


Screamin’ Demons — Parsoft TBA Q4 
Shadowbane Wolfpack TBA Q3 
SkyFighters 2000 Bullseye Soft. TBA Q2 


Commanche 4 Nova Logic TBA 8/00 


Silver Infogrames [BA Q3 


Terminus —_Interplay TBA 


The Little Prince Tivola TBA 


Traitor’s Gate Dreamcatcher TBA _ 
Warcraft Ill Blizzard Ent. TBA 


Dogs of War Talon Soft TBA 7/00 


ee nies 4 
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Manuf./Publisher Pre-Book Date Release Date 


Action Man Hasbro TBA 9/00 


Alone in the Dark 4 Infogrames _TBA Q4 
Animorphs GT Software TBA 8/00 


Batman Racing Ubi Soft TBA 10/00 


Baldur's Gate Interplay TBA 6/00 
Blaster Master ll Sunsoft 11/99 6/00 
Carmgeddon 2 Interplay TBA 8/00 
Carnivale Vatical TBA 6/00 
Champ.Motocross THQ TBA Q3 
Chrono Cross SquareEA TBA 8/00 
Countdown: Vampires Bandai TBA 6/00 
Covert Ops: N.D. Activision TBA 6/00 
Danger Girl THQ 12/99 7/00 
Darkstone Take-Two —-TBA 6/00 
Dinosaur Ubi Soft TBA 9/00 
Dragon Valor Namco TBA 9/00 
Duke Nukem: PotB GT Interactive TBA aa 
Earthworm Jim Interplay TBA 7/00 
ECW: Anarchy Rulz Acclaim TBA 8/00 
Evil Dead THQ TBA Q3 
Flintstones Bowling SouthPeak ‘TBA 10/00 
Frogger ll Hasbro TBA 9/00 
Gekido Interplay TBA 5/00 
|.F. Bass Hunter Take-Two TBA 6/00 
Inspector Gadget Ubi Soft TBA 9/00 
lron Soldier 3 Vatical TBA 6/00 


J. McGrath 2000 — Acclaim 12/99 7/00 
Jungle Book Ubi Soft TBA 10/00 


Knights of Carnage THQ TBA Q4 
Legend of Dragoon SCEA TBA 6/14 
Legend of Mana  SquareEA _—TBA 6/00 
Leggit. Psygnosis TBA ()4 
Lunar 2:E.B. ‘Working Desi. TBA 7/00 
Madden NFL 2001 EASports —_ 8/00 9/00 
Major League Soc. Konami TBA _ 6/00 
Martian Gothic Take2 ——«*TBA 6/00 


Manuf./Publisher Pre-Book Date Release Date 


M.H. Pro BMX Activision TBA Q3 
Micro Maniacs Codemasters TBA 6/00 


Mike Tyson Boxing Codemasters TBA 9/00 
MK: Special Forces Midway TBA 6/28 


MTV: BMX THQ TBA Q3 
MTV: Skateboarding THQ TBA Q2 


N-Gen Racing Infogrames TBA 6/00 
NBA Live 2001 EA Sports TBA Q4 


NFL GameDay 2001 989 Sports 8/00 9/00 


NASCAR Heat Hasbro TBA 10/00 


Panzer Gen. Assault Mindscape TBA  _—9/00 
Paper Boy Midway TBA 6/00 


Polaris 


Snocross 2000 —_‘Vatical TBA 9/00 
Prince of Persia 3D Mindscape ‘TBA Q2 


Rampage Th. Time Midway TBA 6/00 


Gothic Octagon TBA 6/00 


Rayman 2 Ubi Soft TBA 9/00 
Reel Fishing II Natsume TBA 6/00 


Heavy Metal: FAKK2 Gathering 


Re-Volt 2 Acclaim TBA 8/00 
Rhapsody Mus. Ad. Atlus TBA 9/00 
Rollcage Stage 2. Midway TBA 6/00 
Rugrats in Paris THQ TBA Q3 


Sabotuer Eidos TBA 6/00 


ohao Lin THQ TBA 8/00 


Spider-Man Activision TBA 3/00 


otrider 2 Capcom TBA 6/00 
sydney 2000 Eidos TBA 8/00 


Tenchu 2 Activision TBA 8/00 


Test Drive Cycles Infogrames ‘TBA 6/00 


Kingdom Under Fire Gathering 


KISS: Psycho Circus Gathering _ 


Threads of Fate  SquareEA IBA _—8/00 


Tony Hawk 2 Activision TBA 9/00 


Wacky Races Infogrames TBA 7/00 


MTV: Skateboarding THQ 


Who Wants Be Mill, SCEA ‘TBA 6/00 


X-Men: Mutant Aca. Activision TBA 7/00 


Mike Tyson Boxing Codemasters TBA 9/00 
Disney TBA 5/00 

NASCAR Heat Microprose ‘TBA 8/00 
Bungie TBA 9/00 

Ubi Soft TBA 9/00 

PoR: Ruins of Myth Mindscape — TBA 04 
Quake Ill Miss. Pk. Activision TBA 6/00 
Reach for the Stars Mindscape TBA 6/00 
Octagon TBA Q4 

Riddle of the Sphinx Dreamcatcher TBA 9/15 
Road to Moscow —__|-magic TBA 3/00 
Gathering TBA 8/00 

Epic Games __ TBA Q3 

Blue Byte TBA Q2 

Shadow Company 2 Ubi Soft TBA Q3 
Electronic Arts TBA 6/00 

Mindscape ~=s TBA 8/00 

Skip Barber Racing Bethesda TBA 9/00 
Interplay TBA 6/00 

Microprose TBA 9/00 

Microprose TBA 7/00 

Star Trek Conquest Activision TBA 6/00 
Star Trek DS9:Fallen Sim. & Schust. TBA 9/00 
Sim. & Schust. TBA Q4 

Activision TBA 8/00 

Star Trek Klingon Ac. Interplay TBA 6/00 
Interplay TBA 8/00 

Star Wars Obi-Wan LucasArts TBA Q4 
LucasArts TBA TBA/O1 

Interplay TBA 6/01 

olerra TBA 8/00 

Eidos TBA 7/00 

TBA 11/00 

Ubi Soft TBA 6/00 

Microprose TBA 9/00 

Interplay TBA 6/00 

Infogrames — TBA 6/15 

Active Prod. TBA Q3 

Tivola TBA 6/00 

Blue Byte TBA Q4 

Sierra TBA Q2 

olerra TBA Q2 

Activision TBA 6/00 

TBA TBA 

Infogrames ‘TBA Q2 

Ubi Soft TBA 5/00 

Blizzard TBA Q4 

Warlords Battlecry Broderbund TBA 6/00 
Werewolf the Apoc. ASC Games TBA 11/00 
Rockstar TBA 6/15 


Might & Magic Vil 3D0 


Microprose ‘TBA 11/00 
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Game 


Manuf./Publisher 


Pre-Book Date Release Date 


Manuf./Publisher 


Pre-Book Date Release Date 


2000-1 Tunes Infogrames TBA 6/00 | NBALive2000 THQ TBA 6/00 
Alice in Wonderland Nintendo TBA 12/00 | Perfect Dark Nintendo «TBA 6/12 
Alert ____Infogrames TBA Q3 | PokemonAttack Nintendo TBA 7/00 
Austin Powers 2 Take 2 TBA —~6/00._-' |. Pokémon Gold/Silver Nintendo IBA —s«9/16 
Barbie Fashion Pack Mattel TBA - 7/00 | Power Rangers:LR THQ TBA 6/00 
Batman Racing Ubi Soft TBA 10/00 | Pro Pool Codmasters TBA 6/00 
Brunswick ProPoo! — Vatical TBA 10/00 | Puzzle Collection — ElectroSource TBA 6/00 
Carnivale Vatical TBA 7100 | RonaldoV-Soccer GT Software TBA 6/00 
Champ. Motocross 2 THO TBA Q3 | Rugratsin Paris THQ TBA Q3 
Croc Fox Interact. TBA 6/00 | San Francisco Rush Midway TBA Q2 
Crystalis Nintendo TBA 6/26 | Space Marauder — Konami TBA 6/00 
Dinosaur Ubi Soft TBA 0/00 | Test Drive Cycles Infogrames TBA 6/00 
Disney Racing Tour Eidos TBA 6/00 | TestDriveLe Mans Infrogrames TBA 6/00 
Donkey Kong Nintendo TBA 8/28 | T-Tex Eidos ——sTBA 6/00 
Doug: Quailman Infogrames TBA 9/00 | Titus the Fox Interplay TBA 6/00 
Dragon Tales Mattel TBA 8/00 | TocaTourRaing  Southpeak TBA 6/00 
Driver GI Interact. TBA 6/00 | Tom and Jerry Mattel” TBA 9/00 
International Rally Konami TBA 9/00 | Tomb Raider Eidos TBA 6/00 
J.W. Cue Ball Vatical TBA 6/00 | Tony Hawk 2° Activision TBA 9/00 
KISS: Psycho Circus Take 2 TBA 6/00 | Toonsylvania Ubi Soft TBA 6/00 
Little Mermaid 2 Nintendo TBA. Q4 | Trick Boarder Crave TBA 0/00 
Lemmings Rev, Take 2 TBA 6/00 | VR Powerboat Vatical 3/00 9/00 
Looney Toons Coll. Alert GT Software TBA 6/00 | Wacky Races Infogrames TBA 6/00 
Lord Baniff's Deceit Vatical TBA 6/00 | Walt Disney Racing Eidos TBA 6/00 
Magical Drop ElectroSource TBA 6/00 | Wario Land 3 Nintendo TBA 0/31 
Men in Black 2 Crave TBA 6/00 | Warlocked Nintendo TBA — 1124 
Micro Machines V3. THQ TBA 6/00 | X-Men Mutant Academy Activision TBA 
MTV:BMX ——*THQ TBA Q3 | 6/00 : | a 

MTV: Skateboarding THQ 7 TBA 6/00 | Xena Titus TBA 7/00 
NASCAR 2000 THQ TBA 6/00 | Zelda Tri-Force _Nintendo TBA 3 


Manuf./Publisher 


Pre-Book Date Release Date 


Manuf./Publisher 


Pre-Book Date Release Date 


Aidyn Chronicles THQ | TBA Q2 | Miahamm Soccer Southpeak TBA 8/00 
Army Men: Ari Com. 3D0 TBA Q2 | Mini Racers Nintendo TBA Q)2 
Army Men:S.H.2 3D0 TBA Q4 | Mortal Kombat SF Midway TBA 6/28 
Banjo Toole Nintendo TBA 7/00 | NFLQBC.2001 Acclaim TBA 8/00 
Beast Wars 64 Bam TBA 6/00 | Nightmare Cr.2 Activision TBA Q2 
Blues Brothers Ogre Battle 64 Atlus TBA 8/00 
2000 Titus TBA 6/00 | PGA European 

Caesar's Tour Golf Infogrames 1/00 6/00 
Palace 64 Crave TBA 10/00 | Polaris 

Conker's BED. Nintendo TBA Q4 | SnoCross 2000 — Vatical TBA 8/00 
Cruis'n Exotica Midway TBA ss Q4_—s|:s~ Power 

Daikatana 64 | Kemco TBA —_Q3 | Rangers: LR | THQ | TBA Q3 
Die Hard 64 Fox Interact. TBA Q4 | Resident EvilZero Capcom — TBA 04 
Dino Planet Rare TBA Q4 | Rugrats in Paris THQ TBA Q3 
Donald Duck Ub! Soft TBA 10/00 | SF.Rush2049 Midway TBA — 11/15 
Eternal Darkness Nintendo TBA Q2 | Seadoo 2001 Vatical TBA 8/00 
F-1Champ.99 _UbiSoft —sTBA 9/00 | Spider-Man Activision TBA Q3 
Fighters Destiny ll SouthPeak TBA 6/00 | StarCraft Nintendo 11/99 6/13 
Hercules Titus TBA 6/28 | Stunt Racer Midway TBA 6/00 
Hey You, Pikachu! — Nintendo TBA Q4 | Super Bowling Tommo TBA 7/00 
Indy Racing League GT Software TBA 6/00 | O07:The World is Not Enough Electronic Arts TBA 4 
Int. Track & Field Konmai TBA 9/00 «| Tom & Jerry Mattel TBA 9/00 
Kirby's 64 Nintendo TBA 6/27 | Turok 3:$.0.0. Acclaim TBA 8/00 
L.T. Duck Dodgers Infogrames TBA 6/00 | VR Powerboat Vatical TBA 9/00 
L.I. Space Race __Infogrames ‘TBA 6/00 | Wildwaters Ubi Soft TBA Q2 
L.T. Taz Express Infogrames — TBA 6/00 | Winnie the Pooh — Mattel TBA 11/00 
Mario Artist Nintendo TBA Q4 | X-Men: MutantAc. Activsion TBA 8/00 
Mega Man 64 Capcom TBA Q4 | Young Olympians — Sapphire TBA Q2 
Mickey Zelda: M.0.M. Nintendo TBA Q3 
Speedway USA Nintendo TBA Q4 


Looking For 
Help with Your 
Printing Needs? 


Let Custom Printing 
help you today! 


Tim Lyon 
801.253.0712 
timl@cyberactive.net 


Suzanne Manning 
203.761.6160 
suzanne@cyberactive.net 
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EPISOSE TDREE: 
Tb€ GUEST 1S OVER 


iDROUGHDOUT TDE AGES, MANY 
A BRAVE SOUL DAS EMBARKEO ON 
A FRUITLESS QUEST, IN SEARCD OF 
A FABLEO PRIZE. THE DOLY GRALL. 
the LOST cliTy O€ ATLANTIS. TDE PROMISE 
OF SDANGRI-LA. TDE PERFECTION OF 
UtToOpia...ALL MytDS FOREVER LOST IN 
MYSTERY ANO TIME. YET, BEDOLO...ONE 
EPIc TALE PROVEO TRUE — TDE LEGENO 


O€ A DISC PACKAGE WITDOUT PEER. AFTER > 


A OECADES-LONG CRUSADE, FRAUGHT WITD 
OANGER ANO COUNTLESS BATTLES WITD 
EVIL WizaROs, BLACK KNIGDTIS, OASTAROLY 
ORAGONS ANO ONE FAILTDLESS PACKAGE 
AFTER ANOTDER, TDE VALIANT SIR G 
RETURNEO TO AVALON IN TRIUMPpD. 
WIitb bi@m be CARRIEO ThE G-PAck, 

A O1ISC PACKAGE OF OAUNTLESS 
STRENGTID, OazZzZLING GRAPHICS ANO 
EPic SPEcialL EFFECTS, WORTHY OF THE 

OST SACREO ROYAL OISC 1N TDE REAL@. 


FOR ONE BRAVE KNIGHT, ThE Guest 
1S OVER ANO TDE PRIZE tS WON. 


g-pack® 
The GUINTESSENTIAL 
O1LSC PACKAGE 


FOR MORE INCORMATION, CONTACT GREGORY CDUP, 
(732) 650-3053 OR QpackK@sborepak.com 


SDOREWOOD PACKAGING CORPORATLON 

A BUSINESS OF INTERNATLONAL PAPER 

277 PARK AVENUE, NEW YORK, Ny 10172 
(212) 371-1500 WWW.SDOREPAkK.com 


produ cet info 


RELEASE SCHEDULE 


©dreameast 


Game Manuf./Publisher Pre-Book Date Release Date Game Manuf./Publisher Pre-Book Date Release Date 


Arcatera Ubi Soft TBA 6/00 | NBA2K1 oega TBA 10/00 


Armada I Metro 3D ‘TBA 8/31 | NFL 2K1 oega TBA 9/00 
Baldur's Gate sega TBA ~Q4 | NHL2K1 sega —-_-9/00 10/00 
B.ProSurfer Mattel ~=—sTBA 11/00 | Peace Makers Ubi Soft TBA _ 9/00 
Boarder Zone Infogrames IBA Q2 | Phantasy Star OnlineSega TBA © Q4 
Bust-A-Move Acclaim TBA Q4 | PlaymobilHype  UbiSoft TBA  — 1/01 
Caesar's Palace _Interplay TBA 9/00 | Pod Racing 2 Ubi Soft TBA 10/00 
D2 sega TBA 8/00 | Power Stone2 Capcom TBA TBA 
Dark Angel Metro3D TBA 9/00 | Prince of Persia Mattel TBA 11//00 
Deep Fighter Ubi Soft TBA 8/00 | Quake lllArena Activision TBA _—8/00 
Demolition Racer Infogrames TBA 7/00 | Quest of the 

Dinosaur Ubi Soft TBA 12/00 | Blademasters Ripcord TBA 11/00 
Draconus: C.0.1.W. Crave TBA 6/00 | QB Club 2001 Acclaim TBA 04 
Dragon Rider — Ubi Soft TBA 9/00 | Rallroad Tycoon | PopTop Software 9/00 6/00 
Ecco: Defender of the Future Sega TBA 7/00 | Renegade Racers Interplay [BA —_—8/00 
ECW: Anarch. Rulz Acclaim TBA 8/00 | Seaman w/micro. Sega TBA ss //00 
ESPN Baseball Konami TBA 8/00 | Sega GT sega _ TBA 8/00 
ESPN NBA 2Night Konami —_—sTBA 10/16 | Seven Mansions Koel TBA Q4 
Eternal Arcadia = Sega TBA | Q3 | Shenmue Chapter1 Sega ——TBAA 11/00 
Evil Dead THQ TBA _ Q3 | Sierra Sports 

Evil Twin Ubi Soft TBA _—i11/00 +| Game Room sierra 10/00 11/00 
Evolution 2 Ubi Soft TBA 7/00 | Silver | Infogrames TBA 6/00 
4X4 Evolution G.0.D TBA Q3 | SNK vs Capcom — Capcom TBA TBA 
F355 Challenge Sega TBA —_Q4 | Sonic Adventure 2 Sega TBA ———sSTBAA 
Felony Pursuit THQ TBA Q2 | South Park Rally Acclaim ‘TBA 6/00 
Floigan Brothers Sega TBA Q2 | Space ChannelS sega TBA 6/00 
Fur Fighters = Acclaim TBA 6/00 | Spawn: In the 

Galleon Interplay ‘TBA Q2 | Demon's Hand — Capcom TBA Qe 
Gauntlet Legends Midway _‘TBA 6/00 | Spec Ops: 

GorkaMorka —s- Ripcord = TBA. —sé‘i1:'1/00 ‘| Omega Squad Ripcord = TBA 6/14 
Grandia 2 Sega —_sTBAA Q3 | Star Trek: 

Grand Prix 4 — Hasbro TBA 10/00 | New Worlds Interplay TBA 10/00 
Half-Life oega TBA Q3 | Street Fighter Ill DI Capcom TBA 6/00 


Hidden & Dangerous Take-Iwo ‘TBA 6/16 | Stupid Invaders Ubi Soft TBA 9/00 


Industrial-Spy ‘UFO Interact. TBA 5/29 | Super Magnetic Neo Crave TBA 6/00 
J. McGrath Supercross 2000 Acclaim _ TBA 1/00 =| Sydney 2000 Eidos. TBA 8/00 
Jet Grind Radio Sega TBA Q3 | Tech Romancer Capcom TBA 0/00 
KISS: Psyco Circus G.Q.D 8/99 9/99 | Tony Hawk's Skater Crave TBA 6/00 
L.o. Blademasters  Ripcord TBA 6/00 | Toy Story 2 Activision TBA 5/00 
Marvel vs. Capcom2 Capcom TBA 6/00 | VIP Ubi Soft TBA 11/00 
Max Steel ———— Mattel TBA 12/00 | Virtual Qn: 

Messiah Interplay TBA 10/31 | Oratorio Tangram Activision TBA 6/00 
Metropolis sega TBA 7/00 | Virtua Tennis Sega —siTBA 7/00 
Midway Arcade = Midway ——swdTBAA 6/00 | Wacky Races Infogrames TBA 6/00 
Monster Breeder Tommo TBA | 7/00 | WS. Baseball 

M.O.U.T. 2025 Ripcord TBA 11/00 | 2K1 sega TBA 7/00 


MTV: Skateboarding THQ Vanishing Point Acclaim TBA 8/00 


Posting/Contact Information: 


Manufacturers: If you have found that your company’s products are improp- 
erly listed, are not listed, or are in need of updating, please ask your sales 
or PR department to send all relevant information to CyberActive Media 
Group, Inc., GameWEEK, 64 Danbury Road, Wilton, CT. 06897-4406 USA 
or fax your weekly updates to 203.761.6184. Questions regarding this 
section may be directed to Ben Rinaldi at 650.340.4405, ben@game- 
week.com. Media: Permission to reprint GameWEEK Release Schedule 
in consumer-oriented enthusiast publications or mass media not 
dealing primarily in the interactive entertainment industry is granted 
provided appropriate credit is given. 
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©2000 Mad Catz, Inc. P.O. Box 14778, El Cajon, CA 92022 USA. Nf 
Dream Blaster is officially licensed by Sega Enterprises, Ltd 
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TOP GAMES LIST 


Check out all the 
latest lists in the 
May 29th issue 
of GameWEEK 


INP 


Source: NPD Interactive 
Entertainment Service 516.625.2345 


Top 20 Best Selling Interactive Software Titles 
Ranked on Units Sold e April 23 - April 29, 2000 


2 2 POKEMON STADIUM/N64 NINTENDO OF AMERICA => MAR'00 $60 
10 3 THE SIMS/(CD W95/W98) ELECTRONIC ARTS FEB ’00 $45 
3 4 POKEMON YELLOW/GAME BOY NINTENDO OF AMERICA _— OCT ’99 $26 
5 5  S.W. EPI. 1: JEDI KNIGHT/PSX LUCASARTS APR °00 $41 
6 6 WWF SMACKDOWN!/PSX THO MAR °00 $40 
4 7 TONY HAWK’S PRO SKATER/N64 ACTIVISION MAR °00 $51 
7 8 SYPHON FILTER 2/PSX 989 STUDIOS MAR °00 $40 
8 9 POKEMON RED/GAME BOY NINTENDO OF AMERICA _—s SEP. 98 $24 
11 10 TONY HAWK’S PRO SKATER/PSX ACTIVISION SEP '99 $40 
sie 11 EVERQUEST: RUINS OF KUNARK/(CD W95/98/2k) 989 STUDIOS APR ’00 $40 
: 12 POKEMON BLUE/GAME BOY NINTENDO OF AMERICA ~—— SEP. ’98 $25 
13 13 SYPHON FILTER/PSX 989 STUDIOS FEB ’99 $20 
17 14 WHO WANTS TO BE MILLIONAIRE/(CD W95/WNT) DISNEY INTERACTIVE NOV ’99 $19 
16 15 TRIPLE PLAY 2001/PSX ELECTRONIC ARTS MAR ’00 $40 
15 16 R.E.: CODE VERONICA/DC CAPCOM USA MAR ’00 $48 
19 17 MLB 2001/PSX 989 STUDIOS MAR 00 S40 
24 18 GRAN TURISMO 2/PSX SONY COMPUTER ENT. DEC ’99 $40 
18 19 ROLLER COASTER TYCOON/(CD W95/W98) HASBRO INTERACTIVE MAR ’99 $30 
28 20 ARMY MEN WORLD WAR/PSX THE 3D0 COMPANY MAR ’00 S41 


| **= Not in top 20 last week. Source: NPD Interactive Entertainment Service * 516.625.2345 The above top games information may not be reprinted or repro- 
duced without written permission from GameWEEK, CyberActive Media Group and The NPD Group, Inc. 
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MARKET TRACKING REPORTS 


Information Based Upon NPD Data Recorded April 23-April 29, 2000 


Top 10 Videogame Titles 


Based on Items Introduced in 2000 Only * Ranked on Units Sold 


Top 10 PlayStation Titles 


Ranked on Units Sold 


AVERAGE wel 

RANK — TITLE/PLATFORM PUBLISHER RELEASE DATE RETAIL PRICE WEEK'S AVERAGE 

RANK RANK TITLE PUBLISHER RELEASE DATE RETAIL PRICE 
fh scans POKEMON TRADING CARD/GBC........ NINTENDO OF AMERICA ..APR '00.............. $26 , As Sith RGB Rte Maen. arimennes pany 7 
D sciinon: POKEMON STADIUM/N64......cccceceesee. NINTENDO OF AMERICA ..MAR ‘00 ............ $60 ; — THQ eens o 
3 vecsece S.W. EPI. 1: JEDI KNIGHT/PSX .......... LUCASARTS cocccccscsccesescee APR "00 vecceceecesee $41 3 3 SYPHON FILTER 2 989 STUDIOS MAR ‘00 $40 
4 esssseedWWE SMACKDOWNI/PSX wosssssseesseeen THQ vvesssesesetssseesssssssassseee MAR 100 ssssssss00 $40 4 4 ....TONY HAWK'S PRO SKATER.........ACTIVISION............ SEP "99 oocceccece. $40 
Bocce TONY HAWK'S PRO SKATER/N64 ......ACTIVISION.....-.-0.-00-.-..-... MAR 00 ceececcecee $51 5 5 .....SYPHON FILTER... 989 STUDIOS FER 99. $20 
— SPIE FILTER 27 PSX cess sawsserecaasairins Voces 1/0) 0 WAR OO: ssssrsewsaas $40 ge... _ TRIPLE PLAY 2001 ................... ELECTRONIC ARTS ........ MAR 00 ............ $40 
ree TRIPLE PLAY 2U0LSPSX ccceverducsdacsooree ELECTRONIC ARTS: wscssvene MAR '00. ....eeeeeee $40 —_— MLB 2001 cecccecececececcccccccc 989 STUDIOS............... MAR ’00 ............ $40 
B veeRAE.! CODE VERONICA/DC «..ssssssssseee CAPCOM USA... sesssssssssees PE OD cnsaxavina $48 Qo ecsseB cccsGRAN TURISMO 2 cecccccccssecesseee SONY COMPUTER ENT. ..DEC ‘99 ..osccccsssee $40 
SD renanis MLB 2001/PSX vo.ccccccecccscsscecscesseseeees 989 STUDIOS ....ccecccccceeee. MAR "00 eeceescees, $40 10 ......9 ......ARMY MEN WORLD WAR ........---. THE 3D0 COMPANY ......MAR '00 .occcecceee, $41 
10 ......ARMY MEN WORLD WAR/PSX..........-. THE 3D0 COMPANY ........ MAR 00 ceecceceece $41 Bocce 10 ....ARMY MEN 3D cecccccccsccccccccceceece THE 3D0 COMPANY ......MAR '99 ............ $20 


Source: NPD TRSTS Video Games Service * Mary Ann Porreca 516.625.2345 


Top 10 Portable Videogame Titles 


Ranked on Units Sold 


Source: NPD TRSTS Video Games Service * Mary Ann Porreca 516.625.2345 


Top 10 Nintendo 64 Titles 


Ranked on Units Sold 


LAST LAST 

WEEK’S AVERAGE WEEK’S AVERAGE 
RANK RANK TITLE/PLATFORM PUBLISHER RELEASE DATE RETAIL PRICE RANK RANK TITLE PUBLISHER RELEASE DATE RETAIL PRICE 
Dh siriint 1......POKEMON TRADING CARD/GBC NINTENDO OF AMERICA....APR '00 ...ccececeses $26 Gate 1 ......POKEMON STADIUM ...ccecsscessseee. NINTENDO OF AMERICA MAR '00 ............ $60 
——- 2.......POKEMON YELLOW/GBOV ........ NINTENDO OF AMERICA....OCT ‘99.0... $26 © eisve 2 ...... TONY HAWK’S PRO SKATER........ PT IVISION witienstassrearanes. MUS OD) see:ssiensienes $51 
Bes naion 3 ......POKEMON RED/GBOY ..........000 NINTENDO OF AMERICA....SEP 98.00.0000... $24 SP aesaerea Riis sotea MEU Y dlls wacsamsiewtessptnanseescinande NINTENDO OF AMERICA JAN ‘00 .........00. $50 
Decent 4......POKEMON BLUE/GBOY ............ NINTENDO OF AMERICA....SEP '98 .........00. $25 ID reel 4 ...... WWF WRESTLEMANIA 2000......... , | i er 0) ie): $60 
GF wise D......SUPER MARIO BROS. DLX/GBC NINTENDO OF AMERICA....MAY '99.......0.000. $30 EF sanaiativs D ...4..9UPER SMASH BROTHERS ........ NINTENDO OF AMERICA APR ‘99... $50 
oe 6...... WINNIE THE POOH: ADV./GBC ..NEWKIDCO ou... cecccccscecesee MAR ‘00 un... $27 OF. Laid Sines ILE MAIVUMS saanecnictstesssnee vaca eeeiveuis KONAMI OF AMERICA ....JAN "99 owe, $20 
© stevteass 7 ......POKEMON PINBALL/GBC.......... NINTENDO OF AMERICA....JUN '99 wwe. $30 DP cscecnes 7......ALL STAR BASEBALL 2001.......... ACCLAIM ENTERTAINMENT ..MAR ‘00 uu... $51 
Dianitns 8 ...... TONY HAWK'S PRO SKATER/GBC ....ACTIVISION ......ceeecseeeeeees BARE OO) ve cecemniee $29 OO snd dearest VILE EME, sets sencinnimnivianasins KONAMI OF AMERICA ....SEP 99..........0. $21 
wart Q......GAME & WATCH GALLERY3/GBC ....NINTENDO OF AMERICA....DEC '99...........0.. $27 PF sowie EDs iat OUR is cima vicmeaiiascmbetiatancmie iss NINTENDO OF AMERICA FEB ‘98 ...........4. $21 
SH tenia 10....ADVENTURE MK & ASHLEY/GBC ....ACCLAIM ENTERTAINMENTDEC '99.........0.0.. $30 © maim 10 ....NAMCO MUSEUM 64.........cc. CL 5 a Os: re $30 


**Not In Top 10 Last Week 
Source: NPD TRSTS Video Games Service * Mary Ann Porreca 516.625.2345 


Top 10 Mac Titles 


Ranked on Units Sold 


**Not In Top 10 Last Week 
Source: NPD TRSTS Video Games Service « Mary Ann Porreca 516.625.2345 


Top 10 Dreamcast Titles 


Ranked on Units Sold 


LAST LAST 

WEEK’S AVERAGE WEEK’S AVERAGE 
RANK RANK = TITLE/PLATFORM PUBLISHER RELEASE DATE RETAIL PRICE RANK RANK TITLE PUBLISHER RELEASE DATE RETAIL PRICE 
oe i aati MONOPOLY MULTIMEDIA/(CD MAC) HASBRO INTERACTIVE ....NOV '96 ......cccee.- $10 nee tb ave takce WA VERON IAl. ssseerenares CAPCOM USA .........00c0ee. A OU) as sic aan $48 
ee 2 ...... THEME PARK/(CD MAC)........... ELECTRONIC ARTS .......... Pe seeps ulseinhieiiil $10 © cderoens Sheena LAM Nipiitaenitee nate rahictetatamce sais ok SEGA OF AMERICA ........ coe $50 
ee SD piean UNREAL TOURNAMENT/(CD MAC) ..GT INTERACTIVE ............0.. SPU. WED sincere $49 —_— 2 xvas ALY OR ALIVE 2 uss nissivassis tari it. TAPES OL) sans seom sens $44 
a 4 4... STARCRAFT: BROOD WAR/(CD MAC) BLIZZARD........c.cccccseeeeeees Wl SED sites ecegge rs $21 OF ss eee |: De ae SEGA OF AMERICA ........ BPE hes seussaa ssn $42 
or 9 .....AGE OF EMPIRES/(CD MAC)......MACSOFT o..c.ccesceeseeeeee UN OD a ictensaaanaesd $30 D scsntiies DF sat A IPLGE -nasgusitessiine jteeviniencpimnveneous SEGA OF AMERICA ........ elec: $43 
** ec ....., TOTAL ANNIHILATION/(CD MAC) CAVEDOG uu... eeeeeeeeeeees DS BP stems stinict $10 a acing Cincy EPISODE 12 RACER: w.sercsamive Reh er ol. ao | nro $41 
rites T sesveedsW, EPISODE 1: RACER/(CD MAC)..LUCASARTS ..ccscesssssnenenese Ce: |: rn $41 —_— 7 ......TOMB RAIDER:REVELATION ........ EIDOS INTERACTIVE ...... DAS AIUD asncntescti ans $47 
aie gee SIMCITY 3000/(CD MAC).......... 0 1: $49 iP maapid Cee 2 ey SEGA OF AMERICA ........ ae. | ee $49 
PF sseeD vas ALPHA CENTAURI/(CD MAC)......ASPYR MEDIA....ccccccscsesee, poe ge $50 _—_— D sess ADVENTURE, cxissncitstesneonssias SEGA OF AMERICA ........ a ee $43 
_— 10 ....MAC SEVEN PACK/(CD MAC) ....SIERRA ON-LINE oo... beac: $22 Be inde 10 ....GUNDAM SIDE STORY 0079 ...... BANDAI AMERICA .......... | ee $47 


**Not In Top 10 Last Week « ***Released before April 1985 
Source: NPD TRSTS Video Games Service * Mary Ann Porreca 516.625.2345 


**Not In Top 10 Last Week 
Source: NPD TRSTS Video Games Service * Mary Ann Porreca 516.625.2345 
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MARKET TRACKING REPORTS 


Top 20 PC Software Titles 


**Not In Top 20 Last Week 
Source: NPD TRSTS Video Games Service * Mary Ann Porreca 516.625.2345 


Software Publishers 


**Not In Top 30 Last Week 
Source: NPD TRSTS Video Games Service ¢ Mary Ann Porreca 516.625.2345 


LAST 

WEEK’S 

RANK RANK TITLE/PLATFORM PUBLISHER 

— 1 ......THE SIMS/(CD W95/W98) «0... ELECTRONIC ARTS 

Oe ene 2 ......EVERQUEST: RUINS OF KUNARK/(CD W95/98/2K) ....989 STUDIOS ....... 
os 3 ......WHO WANTS 10 BE MILLIONAIRE/(CD W95/WNT) ...... DISNEY INTERACTIVE... 
=e A ......ROLLER COASTER TYCOON/(CD W95/W98).... HASBRO INTERACTIVE .. 
2D pegs 5 ......SOLDIER OF FORTUNE/(CD W95/W98) ........ ACTIVISION enstrisicessines 
OP sated 6 ......5.W. EPI. 1: RACER/(CD W95/W98) .......... LUCASARTS: sxescnssnexe 

2 wasnt  ixcxens FAMILY & PRSICD WE6/WIYE). sicsnen, HASBRO INTERACTIVE... 
ES sxmmens 8 ......RAINBOW SIX: URBAN OP./(CD W95/98) ...... REL STORM scvancrnseons 
OP sicial 9 ...... STARLANCER/(CD W95/NT/98) ....MICROSOFT ........0 
— 1.0 ....AGE OF EMPIRES II/(CD W95/W98) ........... (le O)\ 6) Siemens 

EP ceapavns 11 ....R.C. TYCOON: CORKSCREW/(CD W95/W98) ..HASBRO INTERACTIVE .. 
OO nes 12.00... EPL, 2: TPMACD Web/WS8) .LUGASARTS: sxissncsss 
2) seen 13 ....SLOTS/(CD W95/W98/MAC) ....... MASQUE PUBLISHING .. 
14. ......14....STAR TREK: ARMADA/(CD W95/W98) ce, ACTIVISION wieteieneiecns 
OP cata 15 ....TACHYON THE FRINGE/(CD W95/NT/98/2K) ..NOVALOGIC..........00.. 
POP cay 16 ....MIDTOWN MADNESS/(CD W95/W98/W2K) .... MICROSOFT ............ 
OP sti 17 ....GALAXY OF GAMES RED/(CD W95/W98) ...... PAPE yw ean merase 
OF sasciei 18 ....C&C: TIBERIAN SUN FIRESTORM/(CD W95/W98) ...... WESTWOOD STUDIOS .. 
PP scot 19 .....SIM MANIA PACK/(CD W95/W98) ..ELECTRONIC ARTS 

Lo — 20 ....UNREAL TOURNAMENT/(CD W95/WNT/W98) ..GT INTERACTIVE ...... 


Ranked on Units Sold 


AVERAGE 
RELEASE DATE RETAIL PRICE 


NOV "OO ccsctoaases, $19 
AR, Fo hssscos cateres $30 
MAR ‘00... $41 


Top 30 Interactive Entertainment 


Based on Units Sold 


LAST WEEK THIS WEEK PUBLISHER LAST WEEK THIS WEEK PUBLISHER 
_—— | ee ELECTRONIC ARTS  — ee CAPCOM USA 
aL weigeaininarme main, NINTENDO OF AMERICA i Sk wekontm manent anaes MICROSOFT 
SStedaksnan CO pinenn scene mena SONY 2 it: Sere KONAMI OF AMERICA 
ee Te ee HASBRO eee ‘ke SEGA OF AMERICA 
SP icsninsaiit IT ievaenbutenciuanecsees ACTIVISION  — a INFOGRAMES 
— Dy nse encweactrnienpanenamn tania HAVAS ‘ee : 3 FOX INTERACTIVE 
vance eae 7 ..ACCLAIM ENTERTAINMENT i ee Be snares DISNEY INTERACTIVE 
ne nies cheep mittiindsaepeeationns THQ Ce PD canpentrsshanatsnanitest RED STORM 
i we Et tincminannnineimininess LUCASARTS BF a cs wenee TO iesupdauaaginetanwiestaen INTERPLAY 
i — {| eee GT INTERACTIVE 2 nanan ee TAKE 2 INTERACTIVE 
_—_—_e Dreclk sexscvervicna sins tiisieibcaiamannns MATTEL St Mien ee EGAMES 
ee Esser THE 3D0 COMPANY ee 27 ....CRAVE ENTERTAINMENT 
i: eo erence EIDOS INTERACTIVE i — Ee sitemitanecadancenghes SQUARE EA 
af eee 1. Pe ee MIDWAY / ee BP waives tersireaecasieninose tdi UBI SOFT 
UP ecewvnne LUG? grastexatanciblcitonitirnamnt NAMCO Tas seitoc Be qsmupccpp piecemeal VALUSOFT 


VATICAL 


ENTERTAINMENT 


Top 25 Videogame Titles 


Ranked on Units Sold 


LAST 

WEEK’S 

RANK RANK TITLE/PLATFORM PUBLISHER 

© acne 1......POKEMON TRADING CARD/GBC..NINTENDO OF AMERICA...... 
i wmsoni 2......POKEMON STADIUM/N64 .......... NINTENDO OF AMERICA... 
ee 3......POKEMON YELLOW/GBOV.......... NINTENDO OF AMERICA...... 
BY mania Accs We EPI JEDI KNIGHT / PSA cuss: LCA AERTS see ones sagen sie cnc 
S svimuia 5...... WWF SMACKDOWN! /PSX...... ee [ee 
Ce sieves 6...... TONY HAWK’S PRO SKATER/N64......-ACTIVISION. vc ccseceeeeeeen 
Hf tnendnitiy Leona LP CIOCD FILLED dy POK cisani senses Be SU UOIOS: swcssaisanirsine 
ian 8......POKEMON RED/GBOY .........ce NINTENDO OF AMERICA...... 
OF cienan, 9......POKEMON BLUE/GBOV ..........0++. NINTENDO OF AMERICA...... 
Ge esse: 10... TONY HAWK'S PRO SKATER? POX sus sad TIVISIONN eves inca souvenirs 
SES sense (Ne a et MS ot ne BGS SON Saw est vowccmrie 
— TP ovceul PAP WE PLAY LOS PPM rs ses vaca ELECTRONIC ARTS ........ 
LY sini Lidice: CODE VERONICA/DG scene CAPO USA vasa essence 
stirs Ai: ALS PEER pinion ceed eerwen GSO STUDIOS scccswecuvess 
i ee 15... JaRAN TURISMO 2/PSX sess tanssees SONY COMPUTER ENT. ...... 
LAS sacicis 16....SUPER MARIO BROS. DLX/GBC ..NINTENDO OF AMERICA...... 
LE sins 17....ARMY MEN WORLD WAR/PSX ....THE 3D0 COMPANY ...... 
16. ARMY WEN SD PPS, sstactsicrexcesicess THE 3D0 COMPANY ...... 
a 19....MARIO PARTY 2/N64 oo. eee NINTENDO OF AMERICA...... 
OS sine 20 ee TRO THE DRAGONIPSX. .scssacsae SONY COMPUTER ENT. ...... 
LE eave 21....WINNIE THE POOH: ADV/GBC ....NEWKIDCO....... eee 
SL werscec 22....POKEMON PINBALL/GBC........... NINTENDO OF AMERICA...... 
Oe issn 23....NAMCO MUSEUM VOL 3/PSX ....NAMCO oo. 
aa 24....NAMCO MUSEUM VOL 1/PSX ....NAMCO vce 
Pe eit 2c EUAL GEAR SOLID (PSA sensi sin KONAMI OF AMERICA .... 


**Not In Top 25 Last Week 
Source: NPD TRSTS Video Games Service * Mary Ann Porreca 516.625.2345 


AVERAGE 
RELEASE DATE RETAIL PRICE 
APT. WW simpsmesaenis $26 
MOAI UD ssisiesa sees $60 
CT BE can ins sash $26 
BL LD sssissxaiions zs $41 
AEE ID) socsmmensinte $40 
UL <0) $54 
MAR "00... eeeeeeee $40 
IEP "ASS ne cnemviieniee $24 
OEP OS siresancsor $25 
ETE ise czas vert $40 
FER oS sinecaiaes $20 
RAM GU cessanersmnia $40 
WAR OY scssrcnirraiate $48 
DAR, TO x setawisteatn $40 
De ET siaareicr saint $40 
VE ec. oer $30 
MOAR, OU sccrapnanree $41 
MAIS: SPD con eaeaneensne $20 
PAL OW? soc eimaenvan $50 
tele onsacieerem: $19 
MAG OG as ccatoansions: $27 
OTA “BS assess tates $30 
qe ae $20 
FU CAS wicnnsiesaventen $18 
OD “SE: wcesnnrscineas $19 


Top 10 Videogame Accessories 


Ranked on Dollars Sold 


LAST 

WEEK’S 

RANK RANK ACCESSORY/PLATFORM PUBLISHER 

pe A sional SE IAP DGD) I ces inane Sonainnscens INTERACT ACCESSORIES .... 
iy aden 2...... MEMORY CARD VALUE PK/PSX ..INTERACT ACCESSORIES .... 
 ssvases 3...... VISUAL MEMORY UNIT/DC ........ SEGA OF AMERICA ........ 
_— 4 ......MEMORY CARD 15X/PSX ...... ALP RAZ. canes cencmne nant 
ee eee ee) re INTERACT ACCESSORIES .... 
oer Gisneenl EMERY GARDE SA es ssc wesw ocnneas SONY COMPUTER ENT. .. 
© oun F ees ULL ULE AY iesewrevae seas opie tes SONY COMPUTER ENT. .. 
rr, Bove MEMORY CARD /NO4 x. scnrsinncnarens INTERACT ACCESSORIES .... 
De vamuse Docscus OLS Clals PALI soncsinicitamswesceys SEGA OF AMERICA ........ 
OO cies cao AARP TES, ALPE Pad Fi 4 se car maces INTERACT ACCESSORIES .... 


**Not in Top 10 Last Week 
Source: NPD TRSTS Video Games Service ¢ Mary Ann Porreca 516.625.2345 


Ty 
Fine 


AVERAGE 
RELEASE DATE RETAIL PRICE 
BP SG scttssticrans $141 
1 ere $10 
i. en $25 
ce) $10 
LT cies $13 
SEP "BS cine tmersncnses $15 
Sila 2 eee $10 
PET scene $10 
SEP “BS eves non $30 
TAL IG ecrenar $43 
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MARKET TRACKING REPORTS 


Distribution of Next Generation Console Software by Supergenre 


Based on Unit Share 

Q1 1999 vs. Q1 2000 
ME Action 30.8 = 27.5 
 AllOtherGames 0.7 0.7 
TS Childrens Ent. 0.0 0.3 
MP Edutainment 01 0.2 
EO) Family Ent. 5.9 = 457 


01-1999 


HW Fighting 10.8 10.3 
He Racing 154 204 
EE Shooter 83 53 


"> Simulations 2.0 0.6 
MN SportGames 181 16.9 
) Strategy/RPG 7.9 121 


Source: NPD TRSTS Video Games Service 
Mary Ann Porreca: 516.625.2345 


Distribution of PC Games by Supergenre 
Based on Unit Share 

01 1999 vs. Qi 2000 
"Action 68 6.5 
- AllOtherGames 10.2 91 
"Childrens Ent. 6.9 7.3 
EO Family Ent. 12.8 171 


Ho Fighting 0.6 0.2 
WE Racing 5.90057 
EE Shooter 6.7 71 


>>> Simulations 8.5 6.1 
MH Sport Games 141 11.6 
WO Strategy/RPG 275 293 


Source: NPD TRSTS Video Games Service 
Mary Ann Porreca: 516.625.2345 


Distribution of PC Games by Supergenre 


Based on Unit Share 
Q1 1999 vs. Q1 2000 


") 200,000+ 4 1 
~ 100,000-199,000 7 4 
~~ 50,000-99,999 | 9 
MP 10,000-49,999 28 39 
9) under 10,000 54 47 


Source: NPD TRSTS Video Games Service 
Mary Ann Porreca: 516.625.2345 


MM $0.00-$9.99 0.6 1.3 


Distribution of Portable Software by Supergenre 


Based on Unit Share 


Qi 1999 vs. Q1 2000 
"Action 423 34.2 
- MlOtherGames 0.4 0.8 
") Childrens Ent. 0.0 0.3 
MW Edutainment 0.2 0.3 
) Family Ent. 69 38 
PO Fighting 3.0 2.0 
He Racing 17 = 6.5 
MN Shooter 2.8 11 
~~ Simulations 04 07 
HE) Sport Games 38 8 8§=66.5 
TN) Strategy/RPG 38.5 43.8 


Source: NPD TRSTS Video Games Service 
Mary Ann Porreca: 516.625.2345 


g1-1992 


Distribution of PC Games by Supergenre 


Based on Unit Share 


Qi 1999 vs. Q1 2000 

MM $0.00-$9.99 0.9 0.9 
~~ $10.00-$19.99 6.0 20.6 
MN $20.00-$29.99 258 16.5 
$30.00-$39.99 78 19.3 
MP $40.00-$49.99 43.2 30.8 
$50.00-$59.99 14.5 118 

~ $60.00+ 18 = 0.1 


Source: NPD TRSTS Video Games Service 
Mary Ann Porreca: 516.625.2345 


Distribution of PC Games by Supergenre 


Based on Unit Share 
Q1 1999 vs. Q1 2000 


~~ $10.00-$19.99 21 6.46 
MO $20.00-$29.99 71.7 86.2 

$30.00-$39.99 06 59 
ME $40.00-$49.99 0.0 0.0 
MN $50.00-$59.99 0.0 0.0 
~— $60.00+ 00 0.0 


Source: NPD TRSTS Video Games Service 
Mary Ann Porreca: 516.625.2345 
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STOCK INDEA 


Visit www.gameweek.com for the latest info and stock quotes 


Index Comparisons 


Sponsored by: 


Q ow Se 
\t » ow cf od CAs 
SF «wo Or gO _agthins 
oe cr o—=“p g n ak wee ofo¥ we 


PUBLISHERS AND MANUFACTURERS 


cool ee (012 |) ir SE i Lik. (ne i: rr 4p tth 25 Me ease OA wel on 
AS ccccgel RN. aitinne a PS isiccel aia “\eeL O38 sense 9: 1D vee-0-02% «1271. 89% 
RSD scaicacl FILS nannies | | ce 0 ee eS =, seen OcLisvee0.00 ....°2.04% ..-33. 79% 
NASD......AKLM ...... POOTAOTE servimeiasessnsssseciencamiukd 2, a De ~oeseeQel Qeesree2 D0 ...°8.05% ..-50.92% 
NASD) .cesiaPll VI wnecern: lt eee vc an). | 7.8......6.25......7.38 ..18.00% ..-51.84% 
NASD......MIGS ...... McGlen Internet Group ............ ht (nw 264 one “crened LD rxcunr® OU eit 0 se OUsd Ie 
NYSE sues |) Advanced Micro Devices Inc ....92.25....15.62 ....64.5....87.50....92.25 ....5.43% 218.79% 
NASD...... 1) ADDIE COMPUTSE «sssasssncsssseces 150.37...4053 273,4124,06,413.13....882% .1003% 
i a ) Brilliant Digital Enmt Inc .......... TADS sca BEND) sSavenniibies — ee. « 6.75 ...-1.82% .71.43% 
‘ie CRUS asco: Cis) a okt ae “1B dGontGOS wack OOM e20se1 © 
Le = CEL! ecbeniene GOMNSG CONMID: scnuismanorvascoupin 34.00....18.25 ....73.5....29.25....27.19 ....-7.05% ....0.46% 


GameWEEK Composite Index GameWEEK Publishers Index 


4500 


4000 


3500 
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MPLAYER 


SHELF TALKER 


The Professional 


Retailer’s Resource 


Shelf Talker covers topics of interest to store 
owners and store-level staff/personnel. Comments 


and topic ideas are welcome, and should be sent 
by e-mail to andy@gameweek.com. 


| by Andy Eddy Andy Eddy 
PlayStation 2 Details Drive Added Interest 


Retailers have high expectations for Sony’s next-gen console 


By Andy Eddy 


announced and some stunning demon- 

strations were offered early last year, 
there’s been a constant buzz of interest 
from consumers. And, considering its pow- 
erful processor—the “Emotion Engine,” as 
Sony has billed it—as well as backward 
compatibility with PlayStation games and 
DVD-movie playback, rightfully so. The fact 
that consumers would have to wait a year 
and a half from the first introduction 
seemed interminable. 

Of course, since that time, the Japanese 
PlayStation 2 has launched to hungry 
crowds, but also a price that translated to 
approximately $375 U.S. and some glitches. 
The negatives couldn't dampen the excite- 
ment that PS2 owners had, and news 
reports stated that sales of DVD movies in 
Japan rose substantially as a direct result of 
the PS2 launch. 

Of course, the recent E3 show has given 
Sony the opportunity to unveil its plans for 
the North American launch of the new sys- 
tem (see “Sony Plans for Videogame 
Retail History,” Cover). The $299.95 price 
matches that of the original PlayStation 
when it launched here in 1995, and it 
comes with even stronger capabilities 
than the Japanese system had when it 
launched last fall: DVD playback without 
the need for a memory card as well as the 
ability to add a network card and/or hard 
drive through an expansion bay in the back 
of the system for online gaming and better 
storage of data. 


EF: since the PlayStation 2 was 


THE WAITING GAME 

Right after the E3 announcement, we got 
some store staffers to give us a rundown 
of the mood of their customers, as well as 
what they think about the next system that 
will hit the retail market in a few months. 
Though there seemed to be some soften- 
ing of the excitement for P52 among many 
E3 show-goers—perhaps Sony has been 
hawking the forthcoming console for just 
a tad too long—there certainly wasn't a 
lack of enthusiasm among those with 
whom we spoke. 


Jetf Wieland—Sales associate, 
Babbage’s Software, Clearwater, FL 

According to Wieland, his store has 
already jumped into high gear with pre- 
orders, not only for the PS2 hardware— 
“We easily have 150-200 reservations 
already,” he said—but also for game soft- 
ware also. He noted that, because there are 
five months still before the console comes 
out, there are no marketing or promotions 
being offered yet, but he and his co-workers 
are starting to map out their own programs 
that can be implemented. 

“] think it’s going to be great,” Wieland 
stated. “It has the strongest name on the 
console market now, and that’s a huge sell- 
ing point. A lot of people will stick with the 
system, and with the DVD player and the 
backward compatibility, [Sony is] going to 
maintain that following.” 

He also believes that the PS2 will get a 


thinks that the addition of a hard drive 
“makes the system better,” and the net- 
work capabilities will make it handy for 
gamers to play other people, face new chal- 
lenges and socialize with each other, espe- 
cially if they don’t otherwise have access to 
an Internet-connected computer. 

He also doesn’t see the price as a hin- 
drance, given all the bells and whistles it'll 
have, because “you’d pay $300 for a DVD 
system alone anyway.” Matthews noted 
that he occasionally uses his game sys- 
tems to play CDs, and the fact that the PS2 
would be hooked to a display makes the 
DVD capabilities a natural for consumer 
acceptance. 


Jamie Winso—Sales associate, Video 
Game Brokers, Cranston, Rhode Island 

Winsor was hyped on the PS2 from the 
first announcement, something that has 


The $299.95 price matches that of the 

original PlayStation when it launched 
here in 1995, and it comes with even 
stronger capabilities than the Japanese 
system had when it launched last fall... 


boost from the role-playing games that will 
be ready at the console’s launch, something 
he thought hurt Sega’s introduction of the 
Dreamcast. 


Anthony Matthews—Game _ advisor, 
Funcoland, Baltimore, Maryland 

The excitement in Matthews’ voice 
wasn't masked at all, not only for what he 
thinks is in store for his customers with 
PS2, but for himself as well. “I love the idea 
of the PlayStation 2. | think it'll be really 
successful when it hits,” he said. “I'll tell 
you—they’ve got my money.” 

The question of how the optional add- 
ons—hard drive and network access—will 
be received didn’t faze Matthews, who 


built up even more with the introduction of 
the Japanese system and the recent 
announcements of specs for the North 
American version. “I personally think it'll be 
better than the Japanese system,” he 
claimed. “Dreamcast is still going hot, and 
we sell a lot, but the PlayStation 2 will prob- 
ably surpass it. We hear a lot of people say- 
ing they'll wait for PlayStation 2.” 

Like Funco’s Matthews, Winsor is set on 
getting a PS2 himself, and he’s very clear on 
his reasons for wanting to do so. “I’m going 
to buy it just for [the DVD capabilities ],” he 
stated, “but the software titles—like 
Tekken Tag and Bouncer—look like they'll 
be hot. And if it allows you to hook up to a 
cable modem, it'll fly.” 


Winsor brought up an important point in 
the “learn from experience” category with 
the thought that Sony will likely have a bet- 
ter ventilation system for the PS2, given the 
problems that cropped up with overheating 
on the PlayStation; Winsor said that he had 
to replace his first PlayStation because of 
heat problems. He expects that any over- 
heating issues will be nonexistent for the 
new machine. 


[Ed. note: name and company withheld 
by request]—Manager, Los Angeles, 
California 

This store manager had the benefit of 
close proximity for a visit to the E3 show, so 
she had an edge by seeing the PS2 in action 
and some of the software products that 
are forthcoming. That added to her inter- 
est in the system—again, as much for her 
patrons as it was for her own enjoyment. 
“Realistically, I think that anyone interest- 
ed in it will get it,” she said. “I know I will 
because | want to play the games online.” 

After the Japanese system was 
announced at approximately $375, there 
were concerns about how it would be 
priced here, but the manager is entirely 
comfortable with the $300 price tag. “I 
think it’s a good price point that [Sony 
has] put it at, and it’s easy to afford. 
People are really raved about it. All they 
can think about is that they're getting a 
DVD player—it’s so huge. I'll be able to 
play all these games and show DVD 
movies. What else could you ask for?” 

She also praised the addition of the net- 
work port and hard drive, though there’s 
a question over how many people will take 
advantage of the optionals; will some of 
the mass-market consumers who'll buy the 
PS2 for games and DVD capabilities want to 
deal with plugging in a network card or a 
hard drive? It was her opinion that not 
everyone will be willing to take that step, as 
easy as it might be, but that it'll be “very 
beneficial” to those who do. 

Looking down the road, too, she noted 
that the expansion could come in handy for 
other as-yet-undefined functionality. “Who 
knows what else you'll be able to attach to 
it,” she queried. GW 
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Shaquille O’Neal 


3D programmer, 


here. 


NVIDIA is the leading supplier of performance 3D graphics processors for a wide range of PC applications, 
including e-business, entertainment, e-commerce and education. And with the industry growing as fast as 

it is, we need people with the talent and initiative to keep us at the leading edge. The technology is 
award-winning. The performance is industry-leading. The company Is fast-growing. And the opportunity is right 
in front of you. So if you’re looking for a new place to apply yourself, we invite you to... well... apply here. 
Please fax your resume to: 408-615-2700. Or you can mail it to us at: NVIDIA Corporation, 3535 Monroe Street, 


Santa Clara, CA 95051. And, of course, you can apply online at www.nvidia.com. 
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JIVIDIA., 


graphics 
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GameWEEK interview 


BradyGAMES’ 


David Waybright 


Benefiting from the growth in the gaming market, 
BradyGAMES has proven that there is room for other 


strategy book companies 


By Marc Dultz 


lthough many gamers are increasingly 
turning to online sites for much of 
their gaming information, they still 
firmly believe that there’s a need for the 
printed word. In fact, even as new gaming 
sites continue to pop up overnight, sales at 
many of the major gaming publications are 
on the rise, while business at all of the top 
strategy guide makers has never been better. 

One such company benefiting from this 
trend is BradyGAMES, a leading producer 
of strategy guides for the PC and videogame 
markets. Recently, GameWEEK decided to 
visit with David Waybright, BradyGAMES’ 
director of business development, to learn 
more about the “Brady Bunch” and its 
unparalleled success. 


aa 
Pais: 


GameWEEK: David, could you please 
discuss your position at BradyGAMES? 
David Waybright: As cliché as this 
might sound, video and computer games 
have been an interest of mine ever since 
Pong. Back in college, | even went so far as 
to write a couple of strategy guides for 
BradyGAMES. I decided to join the 
Company soon thereafter, assuming a 
more business-related role some five 
years ago. Like everyone here at 
BradyGAMES, I’ve done a little bit of every- 
thing. Nowadays, my focus is directing our 
publishing plan, which includes building 
relationships in the gaming industry that 
have helped us produce superior official 
Strategy guides. 


GW: David, do you think the market is 
capable of supporting three, top-tier 
strategy guide publishers? 
DW: Are there three top-tier strategy 
guide publishers? Just kidding. Seriously, 
though, our business is doing great. We’re 
coming off of one of our best years ever, and 
| expect the year 2000 to be even better. 
While | can’t speak for the competition, 
there have been at least three 
strategy guide publishers 
operating over the last 
few years that have done 
quite well. Although it 
can be a challenging 
business, with excep- 
tionally high entry 
barriers, publishers 
)-, can coexist with 
PAS one another if 
» they have the 


Final Fantasy 
Quides are 
among some of 
Brady’s best- 
sellers. 


TAKE YOUR GAME FURTHER, 


Sega Dreamcast 


Brady’s Official Strategy Guides 


right mix of quality, distribution and promo- 
tional support working in their favor. 


GW: Why do you feel your guides are 
superior to those produced by your 
competitors? 

DW: There are many reasons for our 
success, from our complete and easy-to- 
use content to the special matte finish 
we apply to every cover. The most signifi- 
cant reason, however, is the tailored 
approach we take for each and every 
guide we publish. At BradyGAMES, we 
recognize that different types of games 
demand different types of guides. To that 
end, we have some of the best authors, 
editors and designers in the business. 
They become intimately familiar with a 
game, ensuring that our guide has the 
right kind of content. We also go to great 
lengths to make sure that each guide 
looks and feels like the game it covers. 
Needless to say, this has a tremendous 
impact on the quality of our work and the 
sales we enjoy. Even the subtle touches 
we empHy throughout a guide mean a lot 
to our readers. 


Sega@ Dreamcas Vi 


Official Games Guid 
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GW: What types of guides sell the 
best, and how do you determine which 
games are ideally suited to a guide? 
DW: It really varies from game to game. 
Obviously, the more successful a game is, 
the more successful a guide is likely to be. 
But a strategy guide’s viability also rests 
largely on the complexity of the game 
itself. As games have become more and 
more complicated, the need for guides has 
risen across the board. 

If | had to choose one genre that lends 
itself particularly well to strategy guides, | 
would have to say its role-playing games. 
Our Final Fantasy titlkes—which are pub- 
lished in conjunction with Square EA—are 
among some of our best sellers, and con- 
tinue to do well at the checkout counter. 


GW: Do the majority of your guides 
make money? 

DW: Yes, but as | said before, publishing 
strategy guides is a challenging business. 
Remember the old adage, “you win some, 
you lose some”? Well, that certainly applies 
to our segment of the business. No matter 
how selective we try to be, we’re not going 
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to be able to put out “AAA” titles each and 
every time. At the end of the day, however, 
we certainly win more than we lose. 


GW: Why is it that most videogame 
guides are published in full-color, 
while PC guides still make use of 
black-and-white images? 

DW: Videogamers and PC gamers can be 
quite different in what they’re looking for 
In a strategy guide. While the generally 
younger videogame-playing audience 
enjoys full-color images and flashy visuals, 
the older PC gamer places more emphasis 
on text-heavy content. Having said that, we 
did publish a couple of full-color PC guides 
in the past. Unfortunately, they weren't 
altogether well received. Moreover, our 
market research shows that this trend isn’t 
likely to change anytime soon, so we feel 
we re headed in the right direction. While a 
PC gamer may enjoy a full-color bonus sec- 
tion, she/he seems to feel that full-color 
throughout isn’t all that important. 


GW: The guide making industry has 
oftentimes been criticized for its “day- 
and-date” publishing policy, in which 
a guide is delivered to market at the 
same time a game comes out. Some 
people seem to feel that the author is 
being rushed to complete the work in 
order to meet a publisher’s production 
schedule, and, as a result, that the fin- 
ished product is oftentimes shoddy, 
incomplete, or factually incorrect. 
Would you agree or disagree that a 
“day-and-date” policy can actually end 
up harming the industry? 

DW: It is true that publishing a guide simul- 
taneously with a game’s release can be vital 
to its success, but it’s not our principal 
objective. Our number one goal is to publish 
strategy guides of the highest possible qual- 
ity. As with any product, there is a delicate 
balancing act at work to bring a product to 


Brady Strategy Guides: gotta buy ’em all! 


market in a timely fashion. Yes, we try to 
deliver all of our guides day-and-date with 
the game or sooner, but we will not sacrifice 
quality or lower our standards to do so. 


GW: Do you fee! that retailers, includ- 
ing the new breed of online e-tailers, 
are doing all they can to promote the 
strategy guide business? 

DW: Well, there’s more being done today 
than ever before. We’re constantly coming 
up with creative new promotions with our 
retailers, and we see this kind of support 
increasing as we continue to move for- 
ward. Nowadays, retailers definitely recog- 
nize the significance that strategy guides 
have on their business. This will continue 
to be a strong focus for BradyGAMES, and 
in the future, you'll see our promotional 
activities become even more integrated 
with the game’s retail marketing plan. 


GW: Guide makers like Prima have 
entered into partnerships with several 
leading gaming publications to drive 
traffic and gain wider exposure for 
their books. Does Brady have a similar 
arrangement with any of the gaming 


OFFICIAL 


STRATEGY GUIDE 


publications, and how important is 
this strategy in helping to promote 
your books? 

DW: Working with the gaming publications 
to promote our guides 1s something we've 
done and will continue to do. Both the 
printed publications and their online coun- 
terparts are incredible sources of informa- 
tion for gamers, and there are many bene- 
fits for all involved when everyone works in 
unison. Aside from the obvious promotion- 
al aspect, these relationships provide 
opportunities to collaborate on all sorts of 
new publications or products that would 
not otherwise be possible. 


GW: Prima and Sybex, your two prin- 
cipal competitors, feel that unofficial 
guides may not be as important as 
they once were, due to the need for 
active participation with the project 
from the game’s developer. Do you 
concur with their sentiments or is 
there still a market for unauthorized 
guides? 

DW: We have published fewer and fewer 
unauthorized guides over the years, so 
they have definitely become less of a factor 


BEB IEAY : 


In our business model. Keep in mind that 
we now have a lot of official relationships 
in place that we didn’t have in the past. The 
materials and assistance that we receive 
from the game developers is crucial to our 
publishing program and timeliness to mar- 
ket. While | wouldn’t say there’s absolutely 
no market for unauthorized guides, we 
prefer to publish guides on an official 
rather than an unofficial basis. 


GW: Do you feel that guide makers are 
being threatened by the ability of online 
gaming sites to post “hints and tips” arti- 
cles within hours of a game’s release? 

DW: | don’t think so. Online game FAQs of 
one kind or another have been in existence 
lor some time now. While they've certainly 
become more sophisticated over the years, 
the strategy guide market has continued to 
grow. | think it’s more a sign that the overall 
market for strategy guides has expanded into 
new areas. There are people who will take 
their cues from online strategy articles and 
others who prefer to use printed strategy 
guides. We view the online segment as just 
another opportunity and way for us to deliver 
our unique content. GW 
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Looking for Game Trading Software? 
Why not add a Video Game Trading Store 
in your existing location. 


Game Trading Software 


e Proven Money Maker ® 
¢ Over 5000 Game Titles in the Database ¢ 
¢ 180 days of Tech Support ® 
¢ Windows 98 Compatible 
e Easy to operate ® 


877-338-0136 
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Attention! 


Sega is no longer accepting 
applications for "Crazy Taxi" cab drivers! 


But there are still plenty of opportunities available at the 
company that is delivering the future of gaming, today! 
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You should be Advertising in the GameWEEK Marketplace 
and Classified sections. Call Eric Kaplan @ 203./61.6159 
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U.K. Company Collaborates on Music Licensing 


By Andy Eddy 


ith a growing number of modern game 
releases inspiring players to turn up 
the volume, thanks to rockin’ beats 
from familiar artists accompanying the game- 
play, one London-based company is helping 
game publishers and developers get the right 
sounds—and bands—into their titles. 
CouchLife is an odd name for such a com- 
pany, but the firm claims that it has aided 
such clients as Acclaim, Codemasters, 
Electronic Arts and Konami, to put songs 
from such mainstream artists as_ Lit, 
Methods of Mayhem (Tommy Lee’s latest 
band), Moby, and The Offspring. Recent 
games featuring CouchLife’s work include 
Beatmania Europe (Konami), 7rickstyle 


By Bryan Intihar 


fter many offers and counteroffers 

by Babbage’s Etc. and Electronics 

Boutique, Funco Inc. has finally come 
to a merger agreement with Babbage’s. A 
source from a Babbage’s retail store told 
GameWEEK that as of the afternoon of 
May 4, Babbage’s acquired 410 Funcoland 
stores. Earlier that week, it was reported 
that Electronics Boutique would no longer 
increase its purchase price for Funco, 
which left the door wide open for 
Babbage’s and Funco to begin negotia- 


Reader Services 


Letters to the Editor: GameW/EEK invites readers to 
voice their opinions, questions, or comments care of this 
section. All letters to the editor must be signed by the 
writer, and include your name, title, company, address, 
telephone, fax, and e-mail (if applicable). GameWEEK 
reserves the right to edit all submissions. Inclusion in 
this section is entirely at the publisher's discretion. 
GameWEEK Magazine Editorial 64 Danbury Road, Suite 
500, Wilton, CT 06897 USA Phone: 203.761.6159 Fax: 
203.761.6184. E-mail: mike@gameweek.com 

Subscription Information: GameV/EEK has a con- 
trolled circulation (free of charge) to all North American 
retailers/distriputors who regularly conduct business 
through the sale of interactive entertainment hardware 
and software products. Inclusion on our controlled cir- 
culation list is at the discretion of the publisher. Pre- 
qualification on the GameWEEK free list has been 
extended to employees of IEMA member companies 
approved by their respective headquarters. 
Corporations, primarily doing business in the interactive 
entertainment industry that require additional copies, 
non-retail companies, or the ones located outside of 
North America, are required to pay the professional dis- 
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Babbage’s Acquires Funco 


(Acclaim) and Music 2000 (Codemasters). 
In the game-development process, the 
older method has been for a 
music director to hire a music 
professional (or do it themselves, 
if appropriate) to write and com- 
pose original tunes to go with a 
game. Of course, unless the music 
happens to get a lot of play on 
radio and MTV or otherwise has a 
cultish following, the tunes arent 
going to be very well known—remaining 
mostly nameless background music. 
CouchLife becomes the middleman in 
the process, assessing a game title for 
music that would be appropriate to the 
gameplay and environment, then licensing 
songs for the game. This time-consuming 


tions. The source also revealed that on 
May 3, the two companies spent most of 
the day discussing the financial terms of 
the deal. By the end of negotiations, 
Babbage’s agreed to pay Funco $24.75 per 
share in cash, which totals $161.5 million. 

The first bid for Funco was_ by 
Electronics Boutique for $110 million. 
Babbage’s then matched that offer for 
$131 million. On April 21, Funco agreed to 
merge with Electronics Boutique for $135 
million, but after Babbage’s raised its 
offer once again, Electronics Boutique 
decided to pull out of the bidding war. GW 
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CouchLife 


process—which often is a legal minefield 
as well—is made much easier through 
CouchLife and takes the pub- 
lisher’s audio engineer off the 
hook for all the research and 
negotiations. 

CouchLife also specializes in 
building a music collection for a 
game that caters to varied audi- 
ences. For instance, in releas- 
ing a European version of 
Konami's Beatmania, CouchLife recom- 
mended that the game feature popular 
dance artists, which adds to the salability 
and longevity of the game in that market. 
It’s a familiarity that might inspire more 
game sales for the publisher. 

Additionally, many publishers are supple- 
menting the game title with the separate 
release of an official soundtrack, which 
offers an audio compilation of the music 
that’s in the game (much like the movie 
industry has been doing for a while). If the 
game does well, it’s a method that often 
brings with it a big profit potential. Having 
big-name bands in the soundtrack builds 
the market for such a music CD, which in 
turn boosts the potential for that particular 
revenue stream to be lucrative. 

Games that utilize the services of the 
music consultancy are tagged with the 
CouchLife logo, which helps build the com- 
pany’s brand and may in fact make more of an 
impact on consumers’ buying decisions. 

CouchLife is located at 6-8 Sedley Place, 
Mayfair, London, WIR IHG. Telephone is 
20.7355.2066 and fax is 20.7355.2053. GW 
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